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  xii  Abstract  
Enrollment Management Strategies at  Four-year Open Enrollment Institutions of Higher Education 
Dana S. Santoro Toni A. Sondergeld, Ph.D. 
 
Enrollment management plans have been researched and documented for the last fifty 
years and literature verifies that the use of these plans has only become more relevant 
in the 21st century.  Strategies and activities for managing enrollment have been 
defined and shared for most types of institutions, however, there is limited research 
on the best practices in four-year open enrollment institutions. An institution’s 
admissions policy, such as open enrollment, may have an impact on the approaches 
used in strategic enrollment management plans.   Performing a survey design study on 
enrollment management strategies and their availability, use, and effectiveness on 
achieving enrollment goals has helped to define best practices in developing or 
refining an enrollment management plan.  It has also filled a gap in the literature 
surrounding the best practices of strategies that should be used in these types of 
institutions. 
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Chapter 1: Introduction to the Research 
 
Introduction to the Problem 
 “We know relatively little in advance about the future,  
yet we are frequently making plans for the future.” 
~ (Kuang, 1955, p. 271) 
 
Managing and planning for enrollment in higher education should be a 
common practice applied in any university that depends on maintaining student 
enrollments to ensure adequate resources will be sustained (Brinkman & McIntyre, 
1997).  Enrollment management plans have been documented since the 1970’s 
(Dolence, 1993; Huddleston, 2000), and literature verifies that the use of these plans 
has only become more relevant in the 21st century.  Those colleges that have already 
realized the benefits of an enrollment management plan have allowed their 
administrators to plan more accurately for future enrollment, and most importantly, 
be prepared for possible enrollment declines before it happens.   
Understanding enrollment trends is vital to the financial health of higher 
education institutions. Salley (1979) justified the need for enrollment management 
plans, explaining that the practices are fundamental components of any university that 
depends on healthy student enrollment.  Kerlin (2009) asserted that enrollment 
planning will deliver an opportunity for colleges to “sharpen their focus, optimize 
their resources, and achieve enrollment goals that support the health and viability of 
their many enterprises” (p. 41).   
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College enrollment is expected to grow at a reduced rate of 15 percent in the 
next ten years compared to the 46 percent increase from 1996 to 2010 (Allen, 2013) – 
another motive for college and university administrators to stay ahead of enrollment 
trends at their institutions.  Furthermore, Carlson (2014) quoted the results from a 
recent survey of small private and midsize state colleges, stating “38 percent met 
neither their goals for freshmen enrollment nor their goals for net tuition revenue this 
fall” (p. 1).  The respondents of the survey stated that they would be forced to 
improve their enrollment management practices, depending more on their enrollment 
management staff to assist with cautioning what enrollment trends are on the horizon.   
Baker (2012) defines enrollment management as an “institutional response to 
the challenges and opportunities that recruiting and retaining the right student body 
present to a school’s financial health, image, and student quality” (p. 108).  Hossler 
(2004) explains that enrollment management places an emphasis on how many and 
the types of students that will enroll.  He also recalls the recent advancement of 
enrollment management, describing the heightened importance of tuition dollars, in 
both public and private institutions, as there has been a decline in state funds for 
public higher education and a rise in college costs.  In addition, there has been a 
continued increase in college competition, which directly affects enrollment, due to 
the variety of growing financial and convenience options a student has in the twenty-
first century.  Russo and Coomes (2003) echo this sentiment as they explain the 
number of demands that complicate successful enrollment management, focusing on 
the rising costs of higher education.    
  3 
Enrollment management in higher education exists in every institution, 
whether formally in a specified department or position, or informally through the 
collaborative efforts of various college stakeholders.  The structure and model for 
managing enrollment initiatives at each college may vary.  Scannell (2013) stated that 
college administrators should “find a system that fits with their institution’s mission, 
culture, and tradition to create.  The enrollment organization should foster 
cooperation, collaboration, and constant communication” (p. 54).  
Statement of the Problem 
Enrollment management plans have been documented since the 1970s, 
however, the majority of researched strategies focus on major public universities, 
selective or mid-selective private schools, and open enrollment two-year community 
colleges.  The problem addressed in this study is the lack of knowledge surrounding 
the key strategies used in enrollment management plans in four-year open enrollment 
higher education institutions.  Open enrollment (or “open-admissions” as sometimes 
referenced) is the ability to serve all eligible students who wish to pursue a degree in 
post-secondary education (Vaughan, 2003).   In other words, applicants do not have 
to meet strict admissions requirements, such as SAT scores, grades, etc. to be 
accepted in the institution.  An institution’s admissions policy, such as open 
enrollment, may have an impact on the approaches used in strategic enrollment 
management plans.   Performing a study on the strategies and their availability, use, 
and effectiveness on achieving enrollment goals will help define best practices in 
developing or refining an enrollment management plan and fill a gap in the literature 
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surrounding the best practices of strategies that should be used in these types of 
institutions. 
Purpose and Significance of the Problem 
The purpose of this quantitative study was to identify key processes and 
strategies that should be used in enrollment management plans at four-year higher 
education institutions that have an open enrollment admissions policy.  This was 
accomplished by reviewing the literature to discover best practices in enrollment 
management activities, surveying professionals in the field of enrollment 
management, and examining the factors considered by these institutions.  The 
activities’ effectiveness, availability, and usage were analyzed in an attempt to 
measure the overall impact these activities have on successful enrollment 
management and growth.  
  This study holds significance for both research and practice.  There are gaps 
in literature regarding effective enrollment management in four-year open enrollment 
institutions. Contemporary research concludes that there are many factors that should 
be considered when developing an enrollment plan that will be the most effective and 
accurate with each type of institution. An institution’s admission policy is a factor 
that could differentiate the practices of enrollment management.  Most open 
enrollment institutions are two-year or community colleges. In a 2009 publication that 
addresses enrollment management at community colleges (or “open-door 
institutions”, as Kerlin defines them), the author explains that these types of 
institutions “address the question of controlling enrollment differently than other 
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colleges and universities – many of which employ tactics to increase or decrease 
enrollments and to match admitted students to specific offerings” (Kerlin, p. 1).  
Furthermore, the author states that open-door institutions must meet a wide range of 
academic needs and remediation, including student preparedness, an additional factor 
that more selective schools may not have to wrestle with.   
Colleges and universities with open enrollment policies commonly accept all 
incoming applicants with a high school diploma (or GED) into their degree programs, 
including those who are first-time enrollees (freshmen) and those who have transfer 
credits.  While this policy can be advantageous for students, it could create a 
challenge for the institution in determining how many students will be added each 
year. Brinkman and McIntyre (1997) confirm that there is “no one factor that 
determines enrollments at a college or university” (p. 67).  One variable that is 
present in open-admissions institutions includes the undetermined number of 
applicants and openings.  An open enrollment institution is willing to accept all 
applicants, instead of focusing on only accepting those when there is an availability of 
openings.  In his 1974 study, Wing expressed that when “openings exceed applicants, 
it will be necessary to focus on applicants and student demand for admission, which 
is difficult to task at best” (p. 3).   Roueche and Baker (1987) claim that as few as 
one-third of incoming students in open enrollment institutions start their program 
with a full-time credit load.  In addition, they state that many students in open-
enrollment institutions are also employed while enrolled in courses.  Both Kerlin 
(2009) and Bucher (2010) agree that enrollment managers in open enrollment 
institutions need to be prepared to offer additional academic support programs for 
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their students, as they could require a wide range of needs.  These students could need 
intense remediation, assistance with study skills, and possibly non-traditional 
delivery-mode options to cater to their educational needs.  The population of open 
enrollment institutions are unique in that enrollment managers cannot plan ahead for 
the needs of each incoming class  
 Consequences of enrollment declines can directly lead to a decreasing overall 
budget that can instantly jeopardize the health of the university (Brinkman & 
McIntyre, 1997).  Competition for student enrollment is increasing for the four-year, 
private, open enrollment institutions as more schools are considering the open 
enrollment policy.  Fulton (2015) explained that there are a number of community 
colleges now offering bachelor degrees as a strategy to increase enrollment.  Folger 
(1974) explained the importance of information regarding future enrollment, stating 
that “it is much harder to adjust to an enrollment decline than to a steady enrollment 
or an increase, and the consequences of enrollment decline are likely to be 
cumulative” (p. 405).   
The results from this study are beneficial to administrators in four-year open 
enrollment institutions, adding significant research to the field.  Enrollment mangers 
looking to develop an enrollment management policy for the first time will have 
access to key strategies they should consider while those who already have a plan in 
place can compare their strategies to those revealed in this study. 
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Research Questions  
 The central question of the study is as follows: What are the key strategies and 
activities used in strategic enrollment management plans among four-year open 
enrollment higher education institutions? 
The secondary research sub-questions below provided more focus for the study: 
1.          What is the availability of enrollment management strategies and activities in  
four-year open enrollment institutions? 
2.         What is the level of usage of enrollment management strategies and activities 
            in four-year open enrollment institutions? 
3. What is the perceived effectiveness of enrollment strategies and activities on  
achieving enrollment goals in four-year open enrollment institutions? 
4. What is the relationship among enrollment strategies and activities based on  
availability, level of usage, and perceived effectiveness? 
Conceptual Framework 
Researcher Stance and Experiential Base   
The field of institutional research is the foundation of the researcher’s 
experiential base.  The researcher is a fourteen-year employee of a four-year open 
enrollment institution and has spent her entire career in the office of institutional 
research.  Indirectly working as an “enrollment manager” in her career at the 
institution, the researcher has had experience leading a committee to forecast 
enrollment, serving on the retention committee, developing enrollment studies that 
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encompass applicants, new enrollees, retention, and graduation rates, and frequently 
delivering presentations regarding enrollment to the university’s leadership teams.  
Over the last fourteen years employed at this institution, the researcher has 
seen tremendous enrollment growth, never witnessing an enrollment decline.  Recent 
statistics exposed a 90% increase in overall enrollment over the last ten years and a 
30% increase over the last five years (Factbook, 2016).   Enrollment fluctuations the 
researcher has observed have occasionally come from unexpected sources.  One 
recent example is the unprecedented growth of graduate-level international students 
over the last five years as enrollment has increased 343% in that time period, 
increasing from 567 to 2,513 students (Factbook, 2016).  This growth was also 
proportionately significant, as the surge brought international enrollment to 13 
percent of the total university population.  With this sudden increase, the researcher 
analyzed domestic student trends and noted that graduate-level enrollment would 
have declined if the international students hadn’t registered at the institution.  The 
researcher learned that an institution some of the international students were attending 
suddenly closed and they were able to enroll at the researcher’s institution seamlessly.  
This was shared among other international students traveling from the same location 
and thus created a rapid increase in enrollment.  Events like this have created an 
urgency for the researcher to learn more about enrollment patterns so that future 
enrollment can be managed and planned for, not unexpected.   
In addition, the researcher learned more about the need for a strategic 
enrollment plan as she served on the institution’s most recent accreditation self-study 
committee.  During the visit, the concept of a strategic enrollment management plan 
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was brought up by the accreditation team multiple times as they expressed their 
concern for an open-enrollment institution not having a formal plan in place.  The 
institution was granted a renewal on their accreditation status but was left with a 
suggestion to develop and implement a strategic enrollment management plan. 
For the purpose of this study, the researcher has taken a positivist research 
paradigm approach.  The positivist research paradigm is known as the “scientific” 
research paradigm in education.  In particular, “this paradigm strives to investigate, 
confirm, and predict law-like patterns of behavior, and is commonly used in research 
to test theories or hypothesis” (Taylor & Medina, 2013, p.1).   
Conceptual Framework 
 There are three streams of research that guided this study.  The first stream 
explored the evolution of enrollment management, reviewing the initial concept of 
enrollment management, the history, and how it has transformed over the years.  The 
second stream examined enrollment plans and the research behind the 
implementation, success, and use of these plans in higher education.   The third and 
final stream evaluated institutions by selected admissions policies, concentrating on 
institutions with open enrollment policies.  A history of open enrollment institutions 
was reviewed as well as an evaluation of the variables that may impact enrollment in 
these types of institutions.  Figure 1. displays a visual representation of the conceptual 
framework. 
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  Figure 1. Conceptual framework  
The first stream covered the concept of enrollment management and how it 
has evolved over the years.  Originally, the development of enrollment management 
occurred in response to a focus on increasing new student enrollment (Huddleston, 
2000).  The history of enrollment management can be traced back to the 1970s and 
the concept has expanded over the years since.   Recently, enrollment management 
can be defined as an “institution response to the challenges and opportunities that 
recruiting and retaining the right student body present to a school’s financial health, 
image, and student quality” (Baker, 2008, p.108).  The significance of enrollment 
management will only grow as the landscape of higher education continues to change 
and competition for enrollment increases. 
 Enrollment management plans research are reviewed in the second stream.  
Enrollment management plans are defined, including a summary of core concepts and 
strategies commonly used in these plans.  Based on the review of the literature, ten 
components of enrollment management plans were highlighted as components that 
should be included when designing a plan.  These ten components are discussed in 
• History of Enrollment Management• Significance of Enrollment Management
Evolution of Enrollment Management
• Defining enrollment management plans• Components of enrollment management strategies and activities
Enroll Mgt Plans Research
• History of open enrollment• 2-year institutions; 4- year institutions• Variables that affect enrollment
Open Enrollment Institutions
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detail and are the elements that will be included in the survey tool to be used in this 
study.   
 Finally, a review of open enrollment institutions is covered in the third 
literature stream.  Open enrollment institutions were first introduced as two-year or 
community colleges.   Eventually, four-year open enrollment institutions were 
established and these types of institutions will be the focus of this study.  There are a 
number of variables that may affect enrollment in four-year open enrollment 
institutions and these factors will be reviewed to determine what may impact 
enrollment.  
Definition of Terms 
 The following terms will be referred to throughout the study and are further 
explained below:  
Admissions Policy: Criteria used by higher education institutions that define 
how applicants are chosen for admission. 
Open Enrollment: Open enrollment college or university (or “open-
admissions” as sometimes referenced) is the ability to serve all eligible 
students who wish to pursue a degree in post-secondary education (Vaughan, 
2003).   
Enrollment Management: a comprehensive process that incorporates the 
achievement of optimum recruitment, retention, and graduation rates of 
students so that an institution can accomplish enrollment goals (Dolence, 
1993).   
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Assumptions, Limitations, and Delimitations 
 There are assumptions, limitations, and delimitations related to this proposed 
study that should be considered.  The first assumption is that all participants who 
participated in this study fully understand practices of enrollment management.  This 
is important as the researcher expects that they were able to effectively relate their 
input regarding the successful and unsuccessful practices of the plan.  The survey 
respondents chosen were manually picked from their institution’s website and their 
information was chosen based on their department classification as either enrollment 
management or institutional researcher.  The researcher assumes that someone from 
either department would have knowledge and experience in enrollment management.  
 A limitation exists as all data collected is dependent on the respondents 
answering the survey. The researcher did not experience a majority response rate so 
the results may not be applicable to all potential respondents.  A delimitation of this 
study is that the quantitative survey data will only be collected from four-year open 
enrollment institutions in United States that had contact information available on their 
websites.  This population has been limited to allow the researcher a method to 
contact potential survey respondents, however, the data analyzed may not be 
applicable to all four-year open enrollment institutions in the United States. 
Summary 
 In this chapter, the researcher provided an overview of how the findings of 
this proposed study will provide a detailed examination of the significance of 
strategic enrollment management in higher education.  While the practices of strategic 
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enrollment management have been present since the 1970’s, it is apparent that not all 
institutions have implemented a strategic enrollment plan.  It is a common practice in 
higher education to review best practices from other institutions when considering a 
new policy, such as enrollment management.  However, there are some institutional 
characteristics that may alter such practices, such as open-enrollment, and there is a 
lack of knowledge on the types of strategies and activities that should be used in an 
enrollment management plan for institutions with these policies.  Finally, the 
comparison of enrollment management plans in open enrollment institutions and 
more selective institutions will provide an awareness of the variations between 
different types of plans.   
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Chapter 2: The Literature Review 
 The primary issue addressed in this study maintains that various strategic 
enrollment management plans have been documented throughout the years but there 
is limited research on effective strategies and activities in four-year open enrollment 
institutions.  Also, there is a lack of understanding surrounding an institution’s 
admissions policy and how this may affect the success of an enrollment plan. In order 
to understand the importance of this matter, it is important to comprehend the 
literature surrounding the foundation and challenges of enrollment planning. 
 This study focuses around the following literature streams: 
 Evolution of enrollment management 
 Enrollment management plans research 
 Open enrollment institutions and variables affecting enrollment 
Evolution of Enrollment Management 
 Enrollment management in higher education exists in every institution, 
whether formally in a specified department or position, or informally through the 
collaborative efforts of various college stakeholders.  The structure and model for 
managing enrollment initiatives at each college may vary.  Scannell (2013) stated that 
college administrators should “find a system that fits with their institution’s mission, 
culture, and tradition to create.  The enrollment organization should foster 
cooperation, collaboration, and constant communication” (pp. 54).  
The evolution of enrollment management has been credited with the onset of 
an admissions function, focusing on managing applicants who may enroll.  The 
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initiative expanded to a motivation to admit as many students as permitted, offering 
financial aid and other incentives so they eventually enroll as freshmen (Baker, 2012).  
Enrollment management continues to focus on recruiting students and offering aid, 
but also requires institutional researchers to help predict which students will apply 
and enroll, following them in their path to graduation (DesJardins & Bell, 2006).  
History of enrollment management.  Much of the literature focusing on the 
history of enrollment management gives credit to John Maguire as the first person to 
define enrollment management in 1976 (Dennis, 2012; Vander Shee, 2007).  Maguire 
described enrollment management in an article appearing in Boston College’s Bridge 
Magazine, explaining that enrollment management is a “process that brings together 
disparate functions related to recruiting, funding, tracking, retaining, and replacing 
students as they enroll, progress, and graduate” (as cited in Dennis, 2012, p. 11).  
Kemerer, Baldrige, and Green published Strategies for Effective Enrollment 
Management in 1982 that further defined the concept, explaining that the initiative 
should be campus-wide and include a multitude of activities.  Hossler (1986) 
developed an “enrollment management guide”, sharing results from multiple case 
studies of the variations in enrollment management systems, explaining that there are 
unique characteristics of enrollment management based on different organizational 
and environmental factors.   
Hossler (2015) recalls that the American Association of College Registrars 
and Admissions Officers (AACRAO) held the first annual national Strategic 
Enrollment Management Conference in 1990, covering topics such as recruitment, 
student retention, financial aid, and research and data analysis.   AACRAO 
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established the term “Strategic Enrollment Management” and continues to provide 
enrollment management practitioners with the tools, training, networking, and 
guidelines to meet the changing needs of enrollment management (AACRAO, 2016).  
In 2015, the conferenced drew more than 1,000 registrants from over 320 institutions 
across the world (AACRAO, 2016).   
As the concept of enrollment management matured, some authors began to 
elaborate on the financial aspects of enrollment management.  Lapovsky (1999) 
shared the idea that the CFO of each institution should be involved with the 
enrollment management process, explaining that “each institution wants to maximize 
enrollment of the students it deems the most desirable at the least cost in terms of 
institutional financial aid” (p. 13).  Hossler (2004) recalled the advancement of 
enrollment management during the turn of the century, describing the heightened 
importance of tuition dollars, in both public and private institutions, as there had been 
a decline in state funds for public higher education and a rise in college costs.  In 
addition, there had been a continued increase in college competition, which directly 
affects enrollment, due to the variety of growing financial and convenience options a 
student has in the twenty-first century.  Russo and Coomes (2003) echo this sentiment 
as they explain the number of demands that complicate successful enrollment 
management, focusing on the rising costs of higher education.   
In 1990 and then revised in 2001, Hossler and Bean (p. 5) developed an 
inclusive definition of enrollment management, explaining that 
enrollment management is both an organizational concept as well as a 
systematic set of activities designed to enable educational institutions to exert 
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more influence over their student enrollments and total net revenue derived 
from enrolled students. Organized by strategic planning and supported by 
institutional research, enrollment management activities concern student 
college choice, transition to college, student attrition and retention, and 
student outcomes.  These processes are studied to guide institutional practices 
in the areas of new student recruitment and financial aid, student support 
services, curriculum development and other academic areas that affect 
enrollments, student persistence, and student outcomes from college. 
Significance of enrollment management today.  Baker defined enrollment 
management in 2012 as an “institutional response to the challenges and opportunities 
that recruiting and retaining the right student body present to a school’s financial 
health, image, and student quality” (pp. 108). In the March 2016 issue of the 
Enrollment Management Report, Dennis stresses that institutions need to learn how to 
be flexible and innovative, allowing enrollment managers to respond to enrollment 
demands.  The idea of a “shared responsibility” is mentioned, a notion that not just 
one person or department should be responsible for meeting enrollment goals 
(Dennis, 2016).   
Ruffalo Noel-Levitz, a leader in higher education consulting and technology 
services, published Strategic Enrollment Planning: A Dynamic Collaboration (2nd ed) 
in 2016 and listed current trends and issues that enrollment management planners 
should be aware of, including: slowing enrollment growth, demographic shifts, 
rapidly changing economic models, growing pressure for improved retention and 
completion rates, and changing learning modalities (Sanborne, 2016). 
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The contributors of this publication quote federal enrollment forecasts, sharing 
that annual enrollment growth will slow to a compounded annual rate of 1.4% 
between now and 2024, compared to a prior growth rate of 3.2% between 2000 and 
2010 (Sanborne, 2016).  Demographic shifts are mentioned, including a decline in 
high school graduates and a substantial increase in Hispanic high school graduates 
over the next ten years (Sanborne, 2016).   
Enrollment Management Plans Research 
 Defining enrollment management plans.  There are many enrollment 
management administrators, or others who have been involved with the successful 
development and implementation of strategic enrollment management plans that have 
documented their findings. Ward (2005) explains the basic elements of constructing 
an enrollment management plan, enforcing that the first question an institution should 
ask is whether or not “growth can be accommodated within existing resources or if 
additional resources will be required” (p.7).  According to Sanborne (2016), strategic 
enrollment management plans should include an “alignment of an institution’s 
strategic planning core with the collective mission, vision, and values of the college 
thereby generating meaningful collaboration to achieve common goals and integrated 
strategies” (p. 18).   
Bontrager (2004, p.12) defined core concepts of enrollment management, 
describing how institutions plan to achieve enrollment goals through processes, 
strategies, and organizational alignments (Bontrager, 2004).  The concepts and 
strategies including the following: 
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 Establishing clear goals for the number and types of students needed to 
fulfill the institutional mission 
 Promoting academic success by improving student access, transition, 
persistence, and graduation 
 Determining, achieving, and maintaining optimum enrollment 
 Enabling the delivery of effective academic programs 
 Generating added net revenue for the institution 
 Enabling effective financial planning 
 Increasing process and organizational efficiency 
 Improving service levels to all stakeholders 
 Creating a data-rich environment to inform decisions and evaluate 
strategies 
Murph (2008), an enrollment management professional, stated that enrollment 
management plans should be “data-driven” and those involved with the process 
should foster constant communication of the data, reinforcing the plan, and keeping 
all involved with enrollment management.  Paxton and Perez-Greene (2001) explain 
that American institutions should recognize the need to possibly reorganize their 
institution’s enrollment goals to face the demands of declining resources, changing 
technology needs, and competition that extend beyond budgets, and develop a plan 
that mirrors these issues.  According to Hope (2015), an editor for the publication, 
Enrollment Management Report, the development of a strategic enrollment 
management plan should include the following themes: research, process to 
implement change, and defining strategies.  
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With regards to research, the process should include an analysis of local, 
regional, and national data.  Data should include student demographics, such as high 
school graduates, factors that influence students to choose an institution, and a 
competitor review (Hope, 2015).  The process to implement change should 
incorporate institution representatives from many different and their involvement 
with the planning process, sharing their vision on what processes are currently 
working and those that need to change (Hope, 2015).  Finally, defining strategies 
should include a formal, defined direction for managing enrollment.  If a formal 
enrollment management department does not exist, a strategic enrollment 
management committee should be created with the task of outlining specific 
strategies and defining short and long-term enrollment goals (Hope, 2015). 
Components of enrollment management.  Enrollment management, 
although varied by institution in the administration and stakeholders involved, usually 
consists of a scope including admissions, marketing and recruiting, retention, and 
research areas (Baker, 2012; Bucher, 2010; DesJardins & Bell, 2006; Morris, 2012; 
Scannell, 2013).  Baker (2012) claims that representatives from these areas should 
collaborate on this initiative, understanding the shared vision and plans for 
successfully managing enrollment in their institution.  However, Hossler (1985) 
provides a thorough list of components that should be considered, explaining that 
enrollment managers should have control over the following ten components:   
1. Marketing 
2. Recruitment 
3. Pricing and financial aid 
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4. Academic advising 
5. Career planning and placement 
6. Academic assistance programs 
7. Institutional research 
8. Orientation 
9. Retention programs 
10. Student services 
Additional researchers, such as Abston (2010) echoed the use of these enrollment 
management components as he studied the perceptions of strategies from these 
components in public colleges. 
Marketing and recruiting.  Higher education researchers have often focused 
on the most effective admissions, recruiting, and marketing strategies. In 1975, 
Haines, an admissions professional, directed a study with a focus on student 
recruitment practices.  One outcome included the notion that admissions and 
recruiting staff members should hold one scheduled appointment with a secondary 
school counselor as a protocol to form strong relationships with the secondary school 
as a possible applicant source. The results of this study have guided enrollment 
management practitioners the years to follow, with mention that the concerns noted 
from the study are still relevant today (Hugo, 2012).   
Effective admissions, marketing and recruiting practices will help institutions 
grow interest in their programs and provide opportunities to demonstrate why their 
college or university is a worthy investment.  Marketing plans should support the 
purpose of the enrollment management plan.  These efforts will be measured not only 
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in the interest they generate in terms of prospect and applicant counts but also in 
successful enrollment and then retention (Bucher, 2010). 
Pricing and financial aid.  Rising costs of college tuition and other expenses 
are factors that students consider as they are contemplating enrolling in higher 
education institutions.  “Enrollment managers must communicate the benefits and 
costs associated with earning a degree from their specific institution to students and, 
increasingly, parents” (Hossler & Bontrager, 2014, p. 191).   
College affordability has yielded many recent issues for higher education 
including rising college costs, declining institutional yield rates, increased family 
borrowing, shifting demographics, increasing discount rates, and decreasing purchase 
power of federal aid (Sanborne, 2016).  Hossler (2000) explains the role that tuition 
pricing plays with managing enrollment.  He describes how tuition is a “signaling 
device” for students and parents and institutions have the difficult task to determine 
how students and their families will react to pricing. However, the impact on 
enrollment is not uniform between all students as “some students and families 
automatically equate higher cost with higher quality while other potential college 
students exclude higher cost institutions because they cannot afford them” (Hossler, 
2000, p.80).  Huddleston (2000) stated that with slowing enrollment growth, 
“colleges employed sophisticated marketing techniques and econometric models to 
target aid at groups of students they felt they were most likely to meet enrollment 
goals (p. 15). 
Career planning and placement. With the increased pressure on higher 
education institutions to prove that graduating students are being employed, career 
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planning and placement strategies must be included in college enrollment 
management plans. Heinzen and Rakes (1995) studied the role career services should 
play in enrollment management, stressing the importance of career planning and 
placement inclusion in enrollment management goals, forcing career services 
departments to “develop a more global view, focusing on our role as part of the 
enrollment management effort” (p. 118).   They go on to explain that career services 
should have three objectives in their enrollment management participation, including: 
1) Enhance the development of enrollment strategy by providing student outcomes 
information (combining academics and employment data), 2) Enhance the level at 
which students persist by providing a series of programs and services that create 
opportunities for students to develop new skills that will help them take on the new 
challenges of post-college employment, and 3) Enhance the alumni connection with 
the institution by helping to create opportunities for alumni to engage with the 
institution (Henzien & Rakes, 1995).   Dey and Cruzvergara (2014) studied the 
evolution of career services in higher education explaining the importance of career 
guidance in higher education following the economic downturn of 2008.  They 
believe there should be a paradigm shift in career services transitioning from 
professional networking to “connected communities” that “promises specialized 
career development support to students and meaningful connections to internship and 
employment opportunities as well as mentoring and experiential learning” (p. 8). 
Student services, academic advising, and assistance programs.   In any 
institution, academic advising and assistance programs should be made available to 
all students.  With regards to retaining students, many studies have shown that student 
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support services may influence a student’s decision to stay at an institution.  
Sunderhaus (2010) shared thoughts on the Tinto Model of retention, citing that the 
model “has been widely accepted among retention scholars as a valid understanding 
of student departure, and its influence is seen in the rising prevalence of student 
services and support services such as learning communities, intrusive advising, and 
academic support and success centers” (p. 106).   Other research points to the control 
an institution could have over dropout rates if an effort is made towards getting 
students started on the right path.  This would include programmatic support through 
advising, academic assistance, and first-year programs (Levitz, Noel, & Ritcher, 
1999). 
Institutional research.  As Hossler (1996) stated, focused planning and 
research are one of the first steps in the enrollment management process, and this can 
be accomplished through the knowledge and tools of institutional researchers.  
Research, planning, and data analysis should inform the strategies and direction for 
enrollment managers (Huddleston, 2000).  In addition, enrollment forecasts are noted 
as fundamental elements of planning in higher education and institutional researchers 
are often called on to develop these forecasts (Brinkman & McIntyre, 1997).   
Departments and offices that include institutional research and planning functions 
should be involved in the development and the carrying out of enrollment 
management plans.  Sanborne (2016) listed the key campus leaders that should be 
including on a “strategic enrollment management plan council” and listed institutional 
research as department that must have representation. 
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Orientation.  Huddleston (2000) explained that “the role of the orientation 
process within the enrollment management framework is to strengthen student 
transition and retention.  Orientation may be the first confirmation of the image that 
has been conveyed by a college” (p. 69).  Student orientation can be a one-day event, 
hosted at the institution prior to the start of classes, or it could be a course version, 
where students are enrolled in an orientation course in their first semester.  Davig and 
Spain (2003) examined the effectiveness of activities included in a freshmen 
orientation course and noted that the most effective activities “enhanced the students’ 
perception of their successful adjustment to college life and the impact of these 
subjects on the student level of persistence” (p. 305).   Fidler and Hunter (1989) also 
researched orientation and the impact on student success finding that freshmen 
orientation results in higher retention rates and is very effective in enhancing new 
student success.  Robichaud (2016) believes that institutions can address factors that 
lead to student success and reduced attrition rates by offering an orientation and 
explains that mandatory orientation may be a strategy that schools may want to 
consider. 
Retention programs.  Enrollment management initiatives often include 
retention as a focus, and those in charge are often responsible for increasing 
enrollments and also retaining the students (Hutt, 2010).  Bartlett (2013) administered 
a study to determine if there were difference in retention outcomes by institution 
based on that institution’s enrollment management programs and models.  The study 
provided results to assist enrollment management administrators in determining what 
type of model should be employed at their college or university.  In Bucher’s 2010 
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study, she proclaimed that “it is far more profitable to retain the students who do 
enroll than to continually engage in student recruitment and marketing efforts” 
(pp.42).   
Retention is considered a concern for most institutions, especially those that 
are less selective.  The current national retention rate for all four-year institutions is 
just over fifty percent – this means that fifty percent of students who enter a four-year 
program in the United States will not graduate (IPEDS, 2016).  Many researchers 
agree that retention programs are a crucial piece to an enrollment management plan 
that include broad benefits such as fiscal stability and student success (Peterson, 
1991; Huddleston, 2000). 
Open Enrollment Institutions 
 A principle of an open enrollment college or university (or “open-access” as 
sometimes referenced) is the ability to serve all eligible students who wish to pursue a 
degree in post-secondary education (Vaughan, 2003).  The Integrated Postsecondary 
Education Data System (IPEDS), a system of surveys administered by the U.S. 
Department of Education’s National Center for Education Statistics (NCES), defines 
open-enrollment institutions as “those which have an admission policy whereby the 
school will accept any student who applies” (IPEDS site, 2015). The admissions 
policy of all U.S. institutions is a required question on IPEDS surveys and therefore is 
used to define each college or university. 
Two-year public open enrollment institutions.  Two-year, public open 
enrollment institutions, otherwise known as community colleges, have a longstanding 
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history in the United States.  In Roueche and Baker’s 1987 book, they testify that 
community colleges are “manifestations of the American dream of equal opportunity 
for all, regardless of religion, ethnic group, or socioeconomic status” (pp. 14).  They 
explain the history of the “open-door” concept, crediting the first open-enrollment 
community college opening at the University of Chicago in 1896 (then termed a 
junior college).  
In 1947, President Truman’s administration and Commission on Higher 
Education published “Higher Education for American Democracy”. This report was 
the beginning of many equal opportunity efforts as the Commission stated: 
The swift movement of events and the growing complexity of our national life 
and of world affairs makes it imperative to eliminate the barriers of equality of 
educational opportunity and to expand our colleges and universities to ensure 
that the only factors which limit enrollment are the ability and interest of the 
prospective students.  We shall aim at making higher education equally 
available to all young people, as we now do in education in the elementary 
and high schools, to the extent their capacity warrants a further social 
investment in their training (pp. 24). 
This report is credited with expanding the availability of open-enrollment community 
colleges and recommended that the federal government should support “free, public 
community colleges” (Cervantes, et al, 2005).  Following this report, the 1950s 
brought a new trend in higher education where land-grant colleges began 
implementing admissions requirements and therefore turning away local high school 
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graduates.  This occurrence, coupled with Truman’s report, fueled the need for 
community college open-access for any interested student (Rouche & Baker, 1987). 
Ten years after Truman’s term ended, President Johnson served in an era 
where there were many groundbreaking events in the history of U.S. education.  He 
also fought for the equality and accessibility of education, including higher education.  
He was quoted stating “we have entered an age in which education is not just a luxury 
permitting some men an advantage over others.  It has become a necessity without 
which a person is defenseless in this complex, industrial society” (pp.12).  He is 
credited with passing the Higher Education Act of 1965, a bill that ensured the federal 
government would assist with removing price barriers so all those willing could 
attend an institution of higher education.    
While community colleges have been attributed to providing opportunity for 
the American people, they also have been the subject of scrutiny, with concerns 
surrounding the open-enrollment policy.  Rouche and Baker (1987) noted that many 
people view the concept of an open-enrollment institution of higher education has led 
to the decline of educational standards in the United States.  More specifically, they 
determine that it is a common opinion in the U.S. that: 
Open access increases the demand that community colleges respond to the 
many special needs of the students they admit.  Too often, institutions have 
welcomed new populations of students while failing to serve these students’ 
unique needs.  More specifically, a major problem accompanying an open-
access policy is the general low college aptitude found among an unselected 
student population. This problem is compounded when students, regardless of 
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their college potential, are offered unfettered choices from available programs.  
Understandably, an unselected student body is characterized by large 
turnover.  (pp.17). 
However, Roueche and Baker performed a study on community college excellence 
and found that it is possible for community colleges to achieve high standards of 
academic achievement if the structure of the institution is organized in a way that 
helps students learn. 
Today, community colleges with open-enrollment policies and affordable 
tuition continue to be a college option in every state. Community colleges offer 
career-oriented degree options with programs such as a dental hygienist, medical 
sonographer, computer technicians, and physical therapy assistants (Community 
College Journal, 2015).  The demographics of these students are changing in the 
twenty-first century as over half of students enrolled are ages 24 or older and 
financially independent of their parents; an opposite of today’s “traditional” college 
student of 18-24 years old, dependent on their parents.  This college choice continues 
to be the most reasonable option of all post-secondary institutions and the 
accessibility has enabled more students to access higher learning (Juskiewicz, 2014). 
Four-year open enrollment institutions.  According to the U.S. Department 
of Education’s Integrated Postsecondary Data System (IPEDS) Data Center, there 
were 774 four-year institutions that participated in the mandatory 2014-15 IPEDS 
survey that state they utilize an open enrollment (or open admissions) policy (Data 
Center, 2016).  This figure only represents around three percent of all institutions in 
the U.S., certainly a minority.  Four-year open enrollment institutions have many 
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similarities to the two-year counterparts, but are offering more credits to the students, 
and therefore preparing these students for longer periods of time. When comparing a 
four-year open enrollment institution to more selective institutions, Marti (2001) 
explained that, 
The best way to visualize the difference between an open admissions college 
and a selective-admissions institution is to use the analogy of a funnel. The 
admissions process is the wide end of the funnel, and the curriculum is the 
narrow portion. In a selective-admissions institution, the funnel is very small. 
The admissions office selectively recruits students who best fit the narrow 
portion of the funnel. On the other hand, in an open-admissions college, the 
"catchment area" is much wider. The enrollment office "recruits" all persons 
who are interested in the programs offered by the college and who have a high 
school degree or its equivalent. The important point is that the narrow portions 
of both colleges' funnels -- the curricular offerings -- have the same core. It 
follows that the college-level curricula of selective and open admissions 
colleges should be equally rigorous. 
Variables affecting enrollment.  In their 1997 study, Brinkman and McIntrye 
concluded that “no one factor determines enrollment at a college or university” (p. 
67).   Brinkman and McIntyre grouped common factors, or variables, in to two 
categories: manageable and unmanageable.  The manageable variables are internal, or 
institutional factors such as tuition, fees, financial aid, admissions policies, and 
marketing.    Unmanageable variables include student demographics, economic, 
social and cultural, and public policy.  (Brinkman & McIntyre, 1997).  
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In addition to the variables mentioned that affect overall college enrollment, 
there are additional variables that are specific to open-enrollment institutions.  
Roueche and Baker (1987) claim that few as one-third of incoming students in open-
enrollment institutions start their program with a full-time credit load.  In addition, 
they state that many students in open-enrollment institutions are also employed while 
enrolled in courses.  Both Kerlin (2009) and Bucher (2010) agree that enrollment 
managers in open-enrollment institutions need to be prepared to offer additional 
academic support programs for their students, as they could require a wide range of 
needs.  These students could need intense remediation, assistance with study skills, 
and possibly non-traditional delivery-mode options to cater to their educational needs.   
Webb-Sunderhaus (2010) explains the “complexity” of open admission institutions, 
stating that “open admission institutions are known for having retention and 
persistence rates lower than those of more selective institutions.  According to the 
most recent ACT data, four-year graduation rates at public, open admissions 
institutions that award bachelor’s and master’s degrees stand at 19.6%, fifteen 
percentage points lower than those of more selective institutions” (pp. 99-100). 
Summary 
 Enrollment management and the activities and strategies that should be 
included in formal plans have been documented for over 50 years but there is limited 
data on effective strategies in four-year open enrollment institutions.  As the concept 
of enrollment management has evolved, so has the significance and value of having a 
strong enrollment management plan in any type of institution.  There are many 
variables that impact enrollment in higher education.  In open enrollment institutions, 
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these factors may vary from more traditional institutions and administrators should be 
aware of the types of elements that may impact their institution. 
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Chapter 3: Research Methodology 
Introduction 
The purpose of this study was to identify processes and strategies and 
activities that institutions utilize in their enrollment management plans.  
Contemporary research concludes that there are many factors that should be 
considered when developing a plan that will be the most effective and accurate with 
each type of institution.   An institution’s admissions policy, or accessibility for 
students to attend college, may have an impact on how enrollment is managed at each 
varying institution.  Four-year institutions accepting all incoming applicants, 
otherwise known as open enrollment institutions, may struggle to plan for enrollment, 
especially when there are no limits to how many students they will accept. This study 
examined the strategies used in four-year open enrollment institutions as there are 
gaps in literature regarding processes and activities should be considered when 
developing a plan for this type of institution.  
The central question of the study is as follows: What are the key strategies and 
activities used in strategic enrollment management plans in four-year open enrollment 
higher education institutions? 
The secondary research sub-questions below provided more focus for the study: 
1.          What is the availability of enrollment management strategies and activities in  
four-year open enrollment institutions? 
2.         What is the level of usage of enrollment management strategies and activities 
            in four-year open enrollment institutions? 
3. What is the perceived effectiveness of enrollment strategies and activities on  
achieving enrollment goals in four-year open enrollment institutions? 
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4. What is the relationship among enrollment strategies and activities based on  
availability, level of usage, and perceived effectiveness? 
Research Design and Rationale 
To answer the research questions posed, this study implemented a survey 
research design using quantitative methods in an attempt to identify and correlate 
effective strategies and activities being used in enrollment management plans.  
Specifically, a cross-sectional survey, or a survey that collects the data at one point in 
time as opposed to trended data collection, was developed and sent to enrollment 
management professionals for their input.  Literature states there are many reasons to 
use a survey in research (Creswell, 2012).  The rationale for using a survey in this 
study incorporates the uniqueness of the results, the unbiased representation of the 
population, and the standardization of measurement, as all participants are asked the 
same questions (Fowler, 1993).   
Creswell (2012) explains that in quantitative research, the research problem is 
identified based on trends in the field and states that these problems can best be 
answered by “a study in which the researcher seeks to establish the overall tendency 
of responses from individuals and to note how this tendency varies among people” (p. 
13). He goes on to clarify that in performing a quantitative study, an instrument, such 
as a survey, can be used to measure the variables.  
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Methodology 
Sample and Sampling Method 
The population chosen for this study included all four-year open enrollment 
institutions of higher education in the United States with total enrollment totaling at 
least 1,000 students in the latest U.S. Department of Education’s Integrated 
Postsecondary Data System (IPEDS) reporting year.   According to the IPEDS Data 
Center, there were 774 four-year institutions that participated in the mandatory 2014-
15 IPEDS survey that state they utilize an open enrollment (or open admissions) 
policy and enrolled at least 1,000 students in that year (Data Center, 2016).    
A target list for the population was developed by researching institution 
websites, searching for those that have enrollment management departments and/or 
administrators.  In addition, a search for institutional research professionals was 
performed as a back up to enrollment management areas.  Institution websites were 
then reviewed to determine if contact information (email addresses) was publicly 
available, a key factor as the researcher would need this information to send the 
survey.  In total, 393 potential survey respondents with contact information were 
obtained.   
The researcher did not want to limit the original list except for contact 
information availability, to have the best chance at deriving a sample that was 
representative of the entire population.  Creswell (2012) noted factors that are good 
practices in survey research design, stating that “the larger the sample, the more the 
participants will be representative of the entire population and reflect attitudes, 
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beliefs, practices, and trends of the population” (p. 382).   Out of the 393 institutions 
chosen at random, 55% were private for-profit, 29% were private not-for-profit, and 
16% were public.  Based on the Bureau of Economic Analysis (BEA) regions, the 
institutions were grouped in geographic categories including 29% from the Southeast, 
15% from the Far West, 11% from the Plains, 10% from the Great Lakes, 8% from 
the Rocky Mountains, 7% from the Mid-East, 5% from outlying areas, and 3% from 
New England.  Finally, the undergraduate enrollment size was collected for each 
institution with the following statistics for the 2015-16 academic year: 53% had 1,000 
or less undergraduate students, 32% had between 1,000-5,000 students, 7% had 
between 5,000 and 10,000 students and 8% had 10,000 or more undergraduate 
students that year (Data Center, 2016). 
  An online sample size calculator was used identify the most appropriate 
sample size based on the population and confidence level desired.  The confidence 
level chosen for this study was 95% and the confidence interval, or the margin of 
error, was expected to lie between 5 and 10.  With a population of 393 open 
enrollment institutions that were chosen randomly, a sample size between 77 and 195 
participants would be required for the chosen confidence level and interval range.  In 
total, 91 college or university representatives, or 23% of the population responded to 
the survey.  This sample size represents a confidence interval of 9 at the 95% 
confidence level.   Demographics for this final population were not collected as the 
survey instrument did not include any demographic questions or identifiable 
information.   
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Survey Instrument Description   
 Data collected for this study was collected entirely from an online survey 
developed using Survey Gizmo.  The survey that was administered allowed for the 
measurement of the availability, usage, and perceived effectiveness of enrollment 
management strategies and activities used in four-year open enrollment institutions.  
The survey was emailed to enrollment management or institutional research 
professionals at each institution.    
A majority of the survey instrument that was used is a modification of an 
enrollment management survey originally developed by Dr. William Webber and 
then modified by Dr. John Fuller in 1998.  Dr. Webber initially created the survey to 
study administrator perceptions of enrollment management at selected four-year 
institutions.  The original survey includes 88 activities derived from ten components 
of enrollment management (Webber, 1998).  The components were developed from 
the works of Hossler (1984) and include the following categories:  marketing, 
recruitment, academic advising, career planning, academic assistance programs, 
institutional research, orientation,  
Dr. John Fuller modified this survey for his use in studying administrator 
perceptions of enrollment management at public colleges and universities in West 
Virginia (Fuller, 1998).  He distributed the original survey to local college 
administrators for comments and suggestions on reducing the number of survey items 
as it was deemed too long (Fuller, 1998).  He accepted the recommended items to be 
deleted when 50% or more of the readers agreed.  Dr. Fuller revised the survey with a 
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final reduction to 59 items from Dr. Webber’s original 88 items, still including items 
from the ten components of enrollment management. 
The researcher first modified Dr. Fuller’s survey to include the revised 59 
items with slightly altered questions for each item.  As this survey was developed in 
1998, the researcher distributed the revised survey to a group of enrollment 
management professionals for further review including validation of each survey 
item. The purpose of this review was to capture any missing components that may be 
more relevant at this time, and conversely, a final review to determine if any other 
items should be deleted and/or modified.  Dr. Fuller was contacted (via email) for 
permission to use his survey tool and he responded with a formal approval which can 
be found in Appendix A. 
The first draft of revisions to the survey included the 59 enrollment 
management activities and three altered questions for each item. The first question 
asked survey participants to respond to the current availability of the activity. This 
question had mutually exclusive answer options as the only answer choices could be 
available or unavailable.  The other two questions were required based on the 
availability answer choice as the survey was built with answer logic.  If the 
respondent selected “available”, the next two questions, asking about level of usage 
and perceived effectiveness, were required.  If the respondent selected “unavailable”, 
only the perceived effectiveness question was required.  The usage and perceived 
effectiveness questions were answered on a 4-point Likert scale (with a fifth option to 
opt out of the question).  Likert scales, or scales that are given scores or assigned a 
weight for each option (Falletta, 2008).  The level of usage was asked, ranging from 
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never used to frequently used and the perceived effective of the activity will be asked, 
ranging from not effective to extremely effective. An example of the tool can be 
found in Figure 2. (See Appendix B for complete survey instrument).   
  Current Availability Level of Usage                      (only if available) Perceived Effectiveness 
  Unavailable Available Never Used Seldom Used Sometimes Used Frequently Used Not Effective Somewhat Effective Effective Extremely Effective 
1. Market surveys to determine the institution's competitive position                     
2. Market segments have been defined                      Figure 2. Survey instrument example      Original survey validity.  In the original survey, Dr. Webber implemented a 
two-step process to validate the survey instrument.  The first step was intended to 
check each item for clarity, content, and readability while the second step was 
designed to determine the area measured by each item (Webber, 1998).  Dr. Webber 
originally selected 101 survey items after consulting with enrollment management 
professionals and reviewing literature on enrollment management components 
(1998).  Once the items were chosen, the survey was distributed to five faculty and 
staff members who examined the items for clarity, content, and readability.  Dr. 
Webber received recommendations from this group to refine the items (Webber, 
1998).  The second step of validation included a panel of six reviewers, who met 
certain criteria related to enrollment management, and steps taken to validate the 
items chosen for the instrument.  Criteria to validate the item included the 
requirement of four out of six reviewers agreeing the item was appropriate.  This step 
brought the number of items down to 88, or 88 enrollment management activities to 
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be studied (Webber, 1998).  Finally, Dr. Fuller added his own validation by having 
administrators read the original survey to eventually reduce the activities included to 
59, as mentioned in the previous section. 
Current study content validity. Dr. Fuller’s survey was validated in 1998, 
19 years prior to the time of this study.  Because of this large gap in time, the 
researcher investigated the content validity of the 59 enrollment management items 
used at that time.  “Content validity is a subjective measure of how appropriate the 
items seem to a set of reviewers who have some knowledge on the subject matter” 
(Litwin, 1995, p. 38).  The panel included five content experts, all current 
professionals in the field of enrollment management.  A survey was sent to the 
content experts asking them to rate the relevance, on a 4-point scale, of each of the 59 
items from Dr. Fuller’s survey.  Applying the feedback from the content experts, 
twelve items were removed leaving 47 items to be included in the final instrument.  
Survey items that achieved a score of 60% or greater agreement among the content 
experts were retained in the final instrument.  A content validity index (CVI) was 
established for the remaining 47 items with a final score of 0.93, a strong score for the 
newly modified instrument (Litwin, 1995).   
The final 47 instrument items still represented all ten enrollment management 
components from the original survey.  See Table 1 for a listing of all items grouped 
by enrollment management component. 
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Table 1 Survey Instrument Items and Components 
Enrollment Management Strategy/Activity Component 
Advising is stressed as being essential for academic success Academic Advising 
Freshmen with undecided majors are given special academic advisors Academic Advising 
Academic support programs in math Academic Assistance 
Academic support programs in reading Academic Assistance 
Academic support programs in study skills Academic Assistance 
Academic support programs in writing skills Academic Assistance 
Assistance in locating full-time employment after graduation Career Planning 
Assistance in locating part-time employment while in school Career Planning 
Freshmen are offered credit courses on career and educational planning Career Planning 
Generating data on job placement of graduates Career Planning 
National employment data bank information is provided on campus Career Planning 
A goals and mission statement Institutional Research 
A plan outlining short and long-term enrollment objectives Institutional Research 
An integrated (campus-wide) management information system Institutional Research 
Coordination of institutional research Institutional Research 
A method for coordinating campus-wide marketing efforts Marketing 
An institutional marketing plan Marketing Identification of academic program strengths and weaknesses for marketing purposes Marketing Market surveys to determine the institution's competitive position Marketing 
Media strategies have been developed Marketing 
Use of alumni contacts Marketing 
A combined freshman/transfer student orientation Orientation 
A separate transfer orientation Orientation 
An extended orientation course (credit) for freshmen Orientation 
An extended orientation course (non-credit) for freshmen Orientation 
Freshman orientation is a one-day event Orientation 
Freshmen orientation includes registration for classes Orientation 
Parents are encouraged to participate in orientation Orientation 
A formalized institutional approach to influence tuition rates Pricing and Financial Aid 
An established merit scholarship program Pricing and Financial Aid Developing an appreciation by faculty and staff of the role price plays in college selection Pricing and Financial Aid Financial Aid packaging Pricing and Financial Aid 
Non-need scholarships Pricing and Financial Aid 
Calls to admitted (not-yet enrolled) students Recruitment 
Campus tours for prospective students Recruitment 
Campus visits by groups of prospective students Recruitment 
Follow-up on students who previously dropped out Recruitment 
An effort is made to generate institutional commitment to student retention Retention 
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Enrollment Management Strategy/Activity Component 
Barriers to student persistence are quantified and investigated Retention 
Faculty are instructed on their role in retention Retention Generating data on the number of students enrolled compared with attrition by classification Retention Individual monitoring of transfer student persistence Retention 
Staff are instructed on their role in retention Retention 
An office of veterans' affairs Student Services Student activities are evaluated to determine their impact on students' needs and expectations Student Services Student life programs for commuting students Student Services 
Student services for non-traditional students  Student Services 
 
Data Analysis  
Descriptive and correlational statistics were applied to analyze data for this 
study.  SPSS, a statistical software package designed for the social sciences, was used 
to analyze the data. Descriptive statistics including a frequency distribution, mean and 
standard deviation, were used to describe the current availability, level of usage, and 
perceived effectiveness of each activity.   Correlational statistics were calculated to 
explain relationship among the variables. Unlike descriptive statistics, correlational 
statistics are used to draw conclusions and make inferences about a population 
(Ravid, 2015).  
A point-biserial correlation was conducted to assess if a relationship exists 
among enrollment strategies’ availability and perceived effectiveness.  Point-biserial 
correlations are appropriate when the research purpose is to evaluate if a relationship 
exists between a continuous variable and a dichotomous variable, and to find the 
magnitude of that correlation.  The point-biserial determines the strength of the 
relationship among two variables and the correlation coefficient, r, can range from 0 
(no relationship) to -1(perfect negative linear relationship) to 1 (perfect positive linear 
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relationship) (Statistics, 2013).  In a positive relationship, there is a direct relationship 
between the variables. This occurs when the continuous variable increases and the 
other variable also increases.  A negative correlation is described as an inverse 
relationship.  This relationship occurs when the continuous variable increases and the 
other variable decreases.  Cohen’s standard will be used to assess the correlation 
coefficient on a scale where .10 indicates a weak association between the two 
variables, .30 indicates a reasonable association, and .50 represents a strong 
association (Statistics, 2013). 
A Pearson product-moment r correlation was conducted to assess the 
relationship between enrollment strategies’ level of usage and perceived 
effectiveness.  Pearson r correlation is a bivariate measure of association (strength) of 
the relationship between two variables that are continuous (interval/ratio data) 
(Statistics, 2013).  Correlation coefficients, r, vary from 0 (no relationship) to 1 
(perfect linear relationship) or -1 (perfect negative linear relationship).  Positive 
coefficients indicate a direct relationship, indicating that as one variable increases, the 
other variable also increases.  Negative correlation coefficients indicate an indirect 
relationship, indicating that as one variable increases, the other variable 
decreases.  Cohen’s standard will be used to evaluate the correlation coefficient, 
where 0.10 to 0.29 represents a weak association between the two variables, 0.30 to 
0.49 represents a moderate association, and 0.50 or larger represents a strong 
association (Statistics, 2013). Table 2 displays the data analysis procedures for each 
question of the study. 
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Table 2 Data Analysis Methods 
Question Data Analysis 
What is the availability? Descriptive statistics: frequency distribution 
What is the level of usage? Descriptive statistics: frequency distribution 
What are the perceived effectiveness Descriptive statistics: frequency distribution 
What is the relationship between enrollment strategies and activities’ availability, need, and perceived effectiveness? 
Descriptive statistics: frequency, mean and standard deviation Correlational statistics:  1) Point-biserial correlation: testing if there is a significant relationship between perceived effectiveness and availability (dichotomous and continuous variables) 2) Pearson correlation: testing if there is a  relationship between level of usage and perceived effectiveness (continuous variables)  
Stages of Data Collection 
 This study was carried out over ten weeks in the Winter and Spring 2017 
quarters, starting in February 2017.  The study protocol was approved by Drexel’s 
Institutional Review Board (IRB) in February 2017 (see Appendix C for approval 
documents).   Immediately following IRB approval, the data collection began with an 
email to enrollment management administrators/representatives at open-enrollment 
institutions in the United States.  The email included a link that directed the 
respondent to a consent to participate form.  If the respondent chose to participate, the 
electronic consent submission directed them to the full online survey (see Appendix 
D for survey email invitation and consent forms).  Respondents answered the 47-
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question anonymous survey, however, they were given the chance to include their 
contact information if they were interested in receiving the results of the study.  
 The survey was open/available for three weeks.  During this time, the 
researcher monitored the responses through the online web survey tool, sending 
reminder emails once a week to those who had not participated.  In total, the 
population sample may receive up to three emails.  Once the survey was available for 
three weeks, the researcher downloaded the data in to SPSS software for analysis.  
This occurred in March 2017, nearing the end of the Winter 2017 quarter.  After the 
data analysis was complete, the researcher deleted the collected data. 
Ethical Considerations 
Creswell (2012) indicated that “ethical issues arise in survey research at 
distinct points in the research process, such as in collecting data, in analyzing results, 
and in reporting results” (p. 402).  In this study, the researcher obtained approval 
from the Institutional Review Board (IRB) from the attending university, Drexel 
University.  This approval is necessary as human subjects will be included in the 
study in addition to the assurance that ethics were considered in the process.  The 
researcher applied for IRB approval in the Winter 2017 quarter and did not proceed 
with the research until the approval had been granted.  In addition, the researcher was 
sensitive to participant anonymity, explaining that the survey results will not linked to 
each participant.  Demographic information regarding the participant was not 
requested, therefore limiting participant exposure.   
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Chapter 4: Results 
 The purpose of this quantitative survey research was to identify key processes 
and strategies that should be used in enrollment management plans at four-year higher 
education institutions that have an open enrollment admissions policy.  A survey was 
distributed to enrollment management and institutional research professionals at these 
types of institutions across the United States.  The availability, level of usage, and 
perceived effectiveness of 47 enrollment management activities and strategies were 
assessed by the respondents. 
 This chapter includes an analysis of the results of this study which is guided 
by the following research questions. The central question of the study is as follows: 
What are the key strategies and activities used in strategic enrollment management 
plans among four-year open enrollment higher education institutions? 
The secondary research sub-questions below will provide more focus for the study: 
1.          What is the availability of enrollment management strategies and activities in  
four-year open enrollment institutions? 
2.         What is the level of usage of enrollment management strategies and activities   
            in four-year open enrollment institutions? 
3. What is the perceived effectiveness of enrollment strategies and activities on  
achieving enrollment goals in four-year open enrollment institutions? 
4. What is the relationship among enrollment strategies and activities based on  
availability, level of usage, and perceived effectiveness? 
Findings that pertain to each research question will be discussed in order.  In addition, 
tables and figures will be displayed, summarizing the data for each research question. 
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RQ 1: What is the Availability of Enrollment Management Strategies and 
Activities in Four-year Open Enrollment Institutions? 
 The first research question reviews the availability of all 47 enrollment 
management activities.  Availability results will be presented in the following order: 
overall, grouped by enrollment management component, and component details (in 
descending order of availability), displaying each enrollment management activity 
and strategy within each component.  While this question of availability included a 
binomial response option (0 = not available, 1 = available), the results will be shared 
in the following groupings, based on percent of responses available per component 
and/or activity: Extremely available (75-100%), Mostly available (50-74%), 
Somewhat available (25-49%), Not available (0-24%).  
Overall availability. On average, enrollment management activities within 
each of the ten components are at least mostly available (50-74%) at the surveyed 
institutions.   The activities from five out of the ten components were extremely 
available (75-100%) while four components were mostly available (50-74%).  There 
was only one component, Orientation, in which activities were only somewhat 
available (25-49%).  Academic Assistance activities had the highest availability rate 
of 81% while Orientation had the lowest rate at 46%.  See Figure 3 for a graphical 
representation of the overall findings.  
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Figure 3. Overall availability of activities grouped by enrollment management component. 
Academic advising availability.  Two enrollment management activities 
were grouped in the Academic Advising component, which on average, was mostly 
available.  One activity, or 50% of the component, was 100% available, as all 
respondents indicated that advising was being stressed as an essential part of 
academic success.  The other activity was only 25%, or somewhat available.  See 
Table 3 for a list of each activity including the frequency and percent available and 
Figure 4 for a graphical representation of the percent available.  
Table 3 Academic Advising Availability Frequency and Percent by Activity 
  f % 
Advising is stressed as being essential for academic success 91 100% 
Freshmen with undecided majors are given special academic advisors 23 25%  
81% 79% 75% 75% 75% 68% 63% 60% 60%
46%
0%10%
20%30%
40%50%
60%70%
80%90%
100%
Extremely Available Mostly Available SomewhatAvailable
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Figure 4. Availability of Academic Advising enrollment management activities  
Academic assistance availability.  Four enrollment management activities 
were grouped in the Academic Assistance component.  Two, or 50% of the total, 
were 100% available. All respondents indicated they had academic support programs 
for both math and writing.  Study skills support programs were 75% available, but 
only 49% of respondents indicated reading programs were available at their 
institution.  See Table 4 for a list of each activity including the frequency and percent 
available and Figure 5 for a graphical representation of the percent available. 
 Table 4 Academic Assistance Availability Frequency and Percent by Activity 
 
Figure 5. Availability of Academic Assistance enrollment management activities 
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  f % 
Academic support programs in math 91 100% 
Academic support programs in writing skills 91 100% 
Academic support programs in study skills 68 75% 
Academic support programs in reading 45 49% 
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Career planning availability.  Five enrollment management activities were 
grouped in the Career Planning component.  Two activities, or 40% of the total were 
extremely available (75-100%), including the offering of credit-granting courses on 
career planning and the availability of national employment data bank information to 
students.  One activity, “generating data on job placement of graduates” is mostly 
available with 51% of respondents indicating availability.  Two activities were 
somewhat available, or available 49% of the time, and both are related to the 
assistance of locating employment (both full and part-time).  See Table 5 for a list of 
each activity including the frequency and percent available and Figure 6 for a 
graphical representation of the percent available. 
Table 5 Career Planning Availability Frequency and Percent by Activity 
  f % 
Freshmen are offered credit courses on career and educational planning 68 75% 
National employment data bank information is provided on campus 68 75% 
Generating data on job placement of graduates 46 51% 
Assistance in locating full-time employment after graduation 45 49% 
Assistance in locating part-time employment while in school 45 49%  
 
Figure 6. Availability of Career Planning enrollment management activities 
 
 
40%, 2
20%, 1
40%, 2
0%, 00
1
2
3
4
5
Extremely Available Mostly Available Somewhat Available Not Available
  51 
Institutional research availability. Four enrollment management activities 
were grouped in the Institutional Research component.  One activity, or 25% of the 
total, “Coordination of institutional research”, was available 100% from all 
respondents.  This indicates that there are institutional research functionalities at all 
institutions surveyed.  Both items that related to goals and plans were available 75%, 
and less than 50% of the respondents indicated they had a campus-wide management 
information system.  See Table 6 for a list of each activity including the frequency 
and percent available and Figure 7 for a graphical representation of the percent 
available. 
Table 6 Institutional Research Availability Frequency and Percent by Activity 
  f % 
Coordination of institutional research 91 100% 
A goals and mission statement 68 75% 
A plan outlining short and long-term enrollment objectives 68 75% 
An integrated (campus-wide) management information system 45 49%  
 
Figure 7. Availability of Institutional Research enrollment management activities 
Marketing Availability. Five enrollment management activities were 
grouped in the Marketing component and on average, all five were extremely 
available (75-100%) to the survey respondents.  This is the only component where all 
activities were available at this level.  One activity, “Media strategies have been 
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developed” was available 100%, while the other remaining four were available either 
75% or 76%.  See Table 7 for a list of each activity including the frequency and 
percent available and Figure 8 for a graphical representation of the percent available. 
Table 7 Marketing Availability Frequency and Percent by Activity 
  f %  
Media strategies have been developed 91 100% 
An institutional marketing plan 69 76% 
A method for coordinating campus-wide marketing efforts 68 75% 
Identification of academic program strengths and weaknesses for marketing purposes 68 75% 
Market surveys to determine the institution's competitive position 68 75%  
 
Figure 8. Availability of Marketing enrollment management activities 
 Orientation availability. Seven enrollment management activities, the largest 
grouping, were categorized in the Orientation component.  Three activities, or 43% of 
the total, were available 75% to survey respondents.  On average, most institutions 
have a combined freshmen/transfer orientation, include registration within 
orientation, and encourage parents to participate in orientation. Two activities, or 29% 
of the total, were somewhat available (both 49%), and these include a credit-bearing 
extended orientation course and a one-day event format for orientation.  However, 
two activities were 0% available, the only activities from the entire survey at this 
availability level.  None of the survey respondents have a separate transfer orientation 
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or a non-credit extended orientation course.  See Table 8 for a list of each activity 
including the frequency and percent available and Figure 9 for a graphical 
representation of the percent available. 
Table 8 Orientation Availability Frequency and Percent by Activity 
  f % 
A combined freshman/transfer student orientation 68 75% 
Freshmen orientation includes registration for classes 68 75% 
Parents are encouraged to participate in orientation 68 75% 
An extended orientation course (credit) for freshmen 45 49% 
Freshman orientation is a one-day event 45 49% 
A separate transfer orientation 0 0% An extended orientation course (non-credit) for freshmen 0 0%  
 
Figure 9. Availability of Orientation enrollment management activities 
 Pricing and financial aid availability. There are four activities that were 
grouped in the Pricing and Financial Aid component.  One item, financial aid 
packaging, was available 100% from the respondents. All institutions in the 
population have indicated they have financial aid packaging for students.  However, 
the remaining activities were only available 50% on average, including merit 
scholarship and non-need scholarships, a formalized approach to influence tuition, 
and an appreciation by faculty and staff regarding the role price plays in college 
43%, 3
0%, 0
29%, 2 29%, 2
0
1
2
3
4
5
6
7
Extremely Available Mostly Available Somewhat Available Not Available
  54 
selection.  See Table 9 for a list of each activity including the frequency and percent 
available and Figure 10 for a graphical representation of the percent available. 
Table 9 Pricing and Financial Aid Availability Frequency and Percent by Activity 
  f % Financial Aid packaging 91 100% 
A formalized institutional approach to influence tuition rates 46 51% 
An established merit scholarship program 45 49% 
Developing an appreciation by faculty and staff of the role price plays in college selection 45 49% Non-need scholarships 45 49%  
 
Figure 10. Availability of Pricing and Financial Aid enrollment management activities 
 Recruitment availability. There were four activities that were grouped in the 
Recruitment component.  Three out of four, or 75% of these activities were all 
extremely available (75-100%).  Calls to admitted but not enrolled students were 
available 100%, while campus tours and visits by prospective students were available 
75%.  Although calls to not-yet enrolled students were available at all institutions, 
only 49% of institutions state availability for follow-up on students who previously 
dropped out.  See Table 10 for a list of each activity including the frequency and 
percent available and Figure 11 for a graphical representation of the percent available. 
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Table 10 Recruitment Availability Frequency and Percent by Activity 
  f %  
Calls to admitted (not-yet enrolled) students 91 100% 
Campus tours for prospective students 68 75% 
Campus visits by groups of prospective students 68 75% 
Follow-up on students who previously dropped out 45 49%  
Figure 11. Availability of Recruitment enrollment management activities 
 Retention availability. There were six activities that were grouped in the 
Retention component.  83% of these activities were extremely available (75-100%) 
with one activity somewhat available (25-49%).  Two activities were available 100%, 
including an effort made to generate commitment to retention and the generation of 
data on the number of students enrolled compared with attrition.  Quantifying and 
investigating barriers to student persistence, another activity related to data 
generation, was available 75%.  Faculty and staff instruction on their role in retention, 
other activities related to institutional commitment, were also available 75%.  The 
only activity not extremely available was the monitoring of transfer student 
persistence, available from almost half of respondents (49%).  See Table 11 for a list 
of each activity including the frequency and percent available and Figure 12 for a 
graphical representation of the percent available. 
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Table 11 Retention Availability Frequency and Percent by Activity 
  f % 
An effort is made to generate institutional commitment to student retention 91 100% Generating data on the number of students enrolled compared with attrition by classification 91 100% Barriers to student persistence are quantified and investigated 68 75% 
Faculty are instructed on their role in retention 68 75% Staff are instructed on their role in retention 68 75% 
Individual monitoring of transfer student persistence 45 49%  
 
Figure 12. Availability of Retention enrollment management activities 
 Student services availability. The final enrollment management component, 
Student Services, included four activities.  Two activities related to programs and 
services were available 100% from the responding institutions, including student life 
programs for commuting students and services for non-traditional students.  Another 
service to students, an office of veterans’ affairs, was available just over 50%.   
However, the non-service or program activity was only available 24%.  This activity 
relates to the evaluation and analysis on the impact of student activities.   See Table 
12 for a list of each activity including the frequency and percent available and Figure 
13 for a graphical representation of the percent available. 
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Table 12 Student Services Availability Frequency and Percent by Activity 
  f % 
Student life programs for commuting students 91 100% 
Student services for non-traditional students  91 100% 
An office of veterans' affairs 46 51% 
Student activities are evaluated to determine their impact on students' needs and expectations 22 24%  
 
Figure 13. Availability of Student Services enrollment management activities 
RQ 2: What is the Level of Usage of Enrollment Management Strategies and 
Activities in Four-year Open Enrollment Institutions?  
The second research question includes an analysis of the level of usage for 
each available enrollment management activity.  Level of usage results will be 
presented in the following order: overall, grouped by enrollment management 
component, and component details (in descending order of usage), displaying each 
enrollment management activity and strategy within each component.  This 
question’s format was a 4-point Likert scale on the survey instrument and the results 
are summarized according the response average in the following groupings: 
Frequently used (score = 3.50-4.00), Moderately used (score between 2.50-3.49), 
Seldom used (score between 1.50-2.49), and Never used (score between 1.00-1.49).  
Only those activities that were marked as “Available” (from the first question asking 
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availability) were presented in this section.  If an activity was marked “Not 
Available”, the level of usage was not collected. 
 Overall level of usage. On average, enrollment management activities within 
each of the ten components are at moderately used at the surveyed institutions.  All 
ten components are moderately used (2.50-3.49). The overall average level of usage 
for all components is 3.00 and the largest variation from this average is 0.4 (both 
positive and negative), so the components had little variation between them.  
Institutional Research enrollment management activities had the highest average level 
of usage at 3.4 while Student Services activities had the lowest average at 2.7.  See 
Figure 14 for a graphical representation of the overall usage findings by component. 
 
Figure 14. Overall level of usage of enrollment management activities grouped by component 
Twelve activities were used frequently on average (3.5-4.0) with two activities having 
a highest-possible average of 4.0.  Table 13 contains all twelve frequently used 
activities that had an average of at least 3.50.  
 
3.4 3.3 3.2 3.1 3.1 3.0 2.9 2.9 2.8 2.7
0.0
0.5
1.0
1.5
2.0
2.5
3.0
3.5
4.0
InstitutionalResearch Marketing Orientation Retention Pricing andFinancial Aid Recruitment AcademicAdvising AcademicAssistance CareerPlanning StudentServices
Moderately Used, 100%
Average = 3.0
  59 
Table 13 Frequently Used Activities 
Component Activity M(SD) Institutional Research A plan outlining short and long-term enrollment objectives 4.0(0.0) Orientation A combined freshman/transfer student orientation 4.0(0.0) Institutional Research A goals and mission statement 3.7(0.5) 
Marketing Identification of academic program strengths and weaknesses for marketing purposes 3.7(0.5) Retention Barriers to student persistence are quantified and investigated 3.7(0.5) Retention Staff are instructed on their role in retention 3.7(0.5) Pricing and Financial Aid Financial Aid packaging 3.7(0.4) Recruitment Calls to admitted (not-yet enrolled) students 3.7(0.4) Career Planning Generating data on job placement of graduates 3.5(0.5) Marketing An institutional marketing plan 3.5(0.5) 
Retention An effort is made to generate institutional commitment to student retention 3.5(0.5) Student Services Student services for non-traditional students  3.5(0.5)  
 Academic advising usage. There are two activities grouped in the Academic 
Advising component and on average, both activities are moderately used (2.50-3.49) 
at the responding institutions.  Freshmen with undecided majors given special 
advisors is moderately  used with an average of 2.5 and advising being stressed as 
essential for academic success is moderately used with an average of 3.2.  See Figure 
15 for a graphical representation of the findings. 
Figure 15. Level of usage of Academic Advising enrollment management activities  
 Academic assistance usage.  In the four activities grouped in the Academic 
Assistance component,  all activities are moderately used (2.50-.3.49).  Academic 
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support programs in math and writing skills are both used at the same level of 3.0 
while programs in reading and study skills are used at the same level of 2.7.  On 
average, all four support programs are used at similar levels across all participating 
institutions.  See Figure 16 for a graphical representation of the findings. 
 
Figure 16. Level of usage of Academic Assistance enrollment management activities 
 Career planning usage.  Five enrollment management activities are grouped 
in Career Planning and 60% of these activities are moderately  used (2.50-3.49) while 
the remaining 40% are seldom and frequently used.  On average, the generation of 
data on job placement of graduates was used at the highest level with an average of 
3.5 while assisting students with locating part-time employment had the next highest 
usage level at 3.0.  However, assisting students with locating full-time employment 
after graduation was the lowest activity in this component at an average level of usage 
at 2.3.  The remaining two activities were both moderately  used (2.50-3.49), both 
with an average of 2.7, including an offering of credit-courses for freshmen relating 
to career planning and the use and the providing of national employment data 
information.  See Figure 17 for a graphical representation of the findings. 
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Figure 17. Level of usage of Career Planning enrollment management activities 
 Institutional research usage. On average, the four Institutional Research 
enrollment management activities are at least moderately used (2.50-3.49) in 
responding institutions.  All four activities are used at or above the overall activities 
average of 3.0.  Two out of four, or 50%, are used frequently (3.5-4.0) and the 
remaining two used moderately (2.50-3.49).  This component had the highest average 
level of usage of all components in the survey.  See Figure 18 for a graphical 
representation of the findings. 
 
Figure 18. Level of usage of Institutional Research enrollment management activities 
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 Marketing usage. Six activities are grouped in the Marketing component and 
33% of these activities are frequently used (3.5-4.0), on average.  The remaining 67% 
of activities are used moderately.  It is clear that marketing activities, such as 
identifying program strengths and weaknesses, and institutional marketing plans and 
strategies, are widely used at most institutions surveyed as this component had the 
second highest level of usage.  See Figure 19 for a graphical representation of the 
findings. 
 
Figure 19. Level of usage of Marketing enrollment management activities 
Orientation usage. There are five activities that were available (out of seven) 
and therefore ranked on level of usage within the Orientation component.  One 
activity, “A combined freshmen/transfer student orientation” is frequently used at an 
average of 4.0.  Eighty percent of the activities are moderately used (2.5-3.49) 
including two academic-related activities: registration included in orientation and a 
for-credit extended course for freshmen.  The other moderately used activities 
incorporates the encouragement of parent involvement at orientationand and 
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freshmen orientation held as a one-day event.  See Figure 20 for a graphical 
representation of the findings. 
 
Figure 20.  Level of usage of Orientation enrollment management activities 
 Pricing and financial aid usage.  Four out of five, or 80% of Pricing and 
Financial Aid component activities are moderately used (2.5-3.49) at the responding 
institutions.  Financial aid packaging had the highest use in this component with a 
frequently used average of 3.7.  A formalized approach to pricing, developing faculty 
and staff appreciation of the role price plays in college selection, and merit 
scholarship programs all had moderately used averages at 3.0.  Non-need scholarship 
programs had the lowest average of  2.6.  See Figure 21 for a graphical representation 
of the findings. 
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Figure 21.  Level of usage of Pricing and Financial Aid enrollment management activities 
 Recruitment usage. There are four enrollment management activities 
grouped in the Recruitment component.  One activity is frequently use with an 
average of 3.7.  This activity includes callsto admitted (not-yet enrolled) students.  
The remaining three activities are moderately used (2.5-3.49) including making 
contact with students (either pre-enrolled or post-drop out) and campus visits for 
prospective students.  See Figure 22 for a graphical representation of the findings. 
 
Figure 22.  Level of usage of Recruitment enrollment management activities 
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 Retention usage.  On average, the majority of Retention component 
enrollment management activities are moderately used (2.5-3.49).  Out of the six 
activities, 83% are used at a level above the average of the entire list of components 
and activities (>3.0).  Only one activity, “individual monitoring of transfer student 
persistence” is seldom used (1.5-2.49).  For the five activities moderately used, they 
are a mix of both data collection/analysis and institutional buy-in strategies.  Both 
activities, “staff are instructed on their role in retention” and “barriers to student 
persistence are quantified and investigated” are used at the highest level in this 
component with an average of 3.7.  See Figure 23 for a graphical representation of the 
findings. 
 
Figure 23.  Level of usage of Retention enrollment management activities 
 Student services usage.  The final component, Student Services, has four 
activities that are on average, moderately used (3.0-3.4), which is 50% of total.  This 
component had the lowest overall average of all components at 2.6.  This is mostly 
due to the fact that this component contains the only activity that is never used.  
“Student activities are evaluated to determine their impact on students’ needs and 
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expectations” has an average of 1.0, the lowest level of usage.  All three activities that 
are moderately or frequently used (total between 3.0-4.0) include student services for 
non-traditional students, commuting students, and an office of veterans’ affairs.  See 
Figure 24 for a graphical representation of the findings. 
Figure 24.  Level of usage of Student Services enrollment management activities 
RQ 3: What are the Perceived Effectiveness of Enrollment Management 
Strategies and Activities on Achieving Enrollment Goals in Four-year Open 
Enrollment Institutions? 
The third research question examined the levels of perceived effectiveness of 
each enrollment management activity. Perceived effectiveness results will be 
presented in the following order: overall, grouped by enrollment management 
component, and component details (in descending order of effectiveness), displaying 
each enrollment management activity and strategy within each component.  This 
question’s format was a 4-point Likert scale on the survey instrument and the results 
are summarized according the response average in the following groupings: 
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extremely effective (score between 3.5-4.0), effective (score between 2.5-3.49), 
somewhat effective (score between 1.5-2.49), and not effective (score between 1.0-
1.49).   
 Overall perceived effectiveness. On average, enrollment management 
activities within each of the ten components are perceived as effective (2.5-3.49) at 
the surveyed institution with an overall average of 3.0 for all components.  Nine out 
of the ten components are perceived as effective on average while the remaining one 
component is perceived as somewhat effective (1.5-2.49).  Retention enrollment 
management activities had the highest average level of perceived effectiveness at 3.4 
while Academic Advising activities had the lowest average at 2.4.  See Figure 25 for 
a graphical representation of the overall usage findings. 
 
Figure 25. Overall perceived effectiveness of enrollment management activities grouped by 
component 
Nine activities averaged extremely effective with averages at least 3.5.  See Table 14 
for a list of all nine activities. 
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Table 14 Extremely Effective (Perceived) Activities 
Component Activity M(SD) 
Pricing and Financial Aid Financial Aid packaging 3.7(0.4) 
Retention Staff are instructed on their role in retention 3.7(0.4) 
Academic Assistance Academic support programs in math 3.5(0.9) 
Academic Assistance Academic support programs in writing skills 3.5(0.9) 
Institutional Research An effort is made to generate institutional commitment to student retention 3.5(0.9) 
Marketing Identification of academic program strengths and weaknesses for marketing purposes 3.5(0.9) 
Retention Barriers to student persistence are quantified and investigated 3.5(0.9) Retention Faculty are instructed on their role in retention 3.5(0.9) 
Career Planning Generating data on job placement of graduates 3.5(0.5)  
 Academic advising perceived effectiveness.  There are two activities 
grouped in the Academic Advising component, which had the lowest average of all 
components with an overall score of 2.4.  “Freshmen with undecided majors are given 
special academic advisors” is perceived as somewhat effective with an average of 1.7, 
the lowest average of all activities, and “advising is stressed as being essential for 
academic success” is considered effective with an average of 3.0.  See Figure 26 for a 
graphical representation of the findings. 
 
Figure 26. Perceived effectiveness of Academic Advising enrollment management activities  
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 Academic assistance perceived effectiveness.  In the four activities grouped 
in the Academic Assistance component, 50% are considered effective (2.5-3.49) 
while the other 50% are considered extremely effective (3.5-4.0).  Academic support 
programs in math and writing skills are both perceived extremely effective at the 
same level of 3.5 while programs in study skills averaged 2.7 and reading averaged 
3.0.  On average, all four support programs are used at or above the overall perceived 
effective level of all activities. See Figure 27 for a graphical representation of the 
findings. 
 
Figure 27. Perceived effectiveness of Academic Assistance enrollment management activities 
 Career planning perceived effectiveness.  Five enrollment management 
activities are grouped in Career Planning and four out of five, or 80% of these 
activities are considered effective (2.5- 3.49) and the remaining activity is extremely 
effective (3.5-4.0).  On average, the generation of data on job placement of graduates 
was perceived extremely effective at the highest level with an average of 3.5 while 
“national employment data bank information is provided on campus” is considered 
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the next highest at 3.0.  Both activities related to assisting students with employment 
(either during school or after graduation) were rated lower, on average, with an 
average score of 2.7 each.  “Freshmen are offered credit courses on career and 
educational planning” was also rated at 2.7.  See Figure 28 for a graphical 
representation of the findings. 
 
Figure 28. Perceived effectiveness of Career Planning enrollment management activities 
 Institutional research perceived effectiveness.  Four out of four of 
Institutional Research activities are perceived as effective (2.5-3.49).  Two activities 
averaged at 3.2, including “a plan outlining short and long-term enrollment 
objectives” and “coordination of institutional research”.  The other two activities also 
averaged at the same level, both at 2.7, and they include “a goals and mission 
statement” and “an integrated (campus-wide) management information system”. See 
Figure 29 for a graphical representation of the findings. 
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Figure 29. Perceived effectiveness of Institutional Research enrollment management activities 
 Marketing perceived effectiveness.  Out of the six activities grouped in the 
Marketing component, 67% are perceived as effective (2.5-3.49) with an overall 
effectiveness average of 2.7 for all activities. One activity, “identification of academic 
program strengths and weaknesses for marketing purposes” is considered extremely 
effective (3.5-4.0) with an average of 3.5, while “use of alumni contacts” is rated the 
lowest, somewhat effective (1.5-2.49), with an average of 1.7 . This activity is also 
ranked the lowest when comparing all enrollment management activities. See Figure 
30 for a graphical representation of the findings. 
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Figure 30. Perceived effectiveness of Marketing enrollment management activities 
 Orientation perceived effectiveness.  There are seven activities that are 
grouped in the Orientation component.  57% of these activities are considered 
effective (2.5-3.49) including activities during and after an orientation event.  These 
activities include registration for classes during orientation, a combined 
freshmen/transfer orientation, an extended orientation course, where credit is given, 
for all freshmen, and parents encouraged to participate in orientation. The remaining 
three activities, or 43%, are considered somewhat effective (1.5-2.49).  The lowest 
rated activity in this component includes “a separate transfer orientation” with an 
average perceived effectiveness score of 2.0. See Figure 31 for a graphical 
representation of the findings. 
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Figure 31.  Perceived effectiveness of Orientation enrollment management activities 
 Pricing and financial aid perceived effectiveness.  All five Pricing and 
Financial Aid component activities are at least perceived as effective (2.5-3.49), on 
average, from the responding institutions.  All activities’ effectiveness levels 
averaged at 3.0 or above, with the highest activity ranked extremely effective (3.5-
4.0) at 3.7, “financial aid packaging”. This activity was not only the highest average 
in this component but ranked the highest when comparing all enrollment management 
activities. Based on the results, all Pricing and Financial Activities, whether related to 
scholarships or institutional planning, are considered effective practices.  See Figure 
32 for a graphical representation of the findings. 
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Figure 32.  Level of usage of Pricing and Financial Aid enrollment management activities 
 Recruitment perceived effectiveness.  There are four enrollment 
management activities grouped in the Recruitment component.  Three of the activities 
are considered effective (2.5-3.49) and two of these activities included making 
contact with students (either pre-enrolled or post-drop out).  Both of these activities 
had an average of 3.2.   One activity was considered somewhat effective (1.5-2.49) 
and related to campus tours for prospective students.  See Figure 33 for a graphical 
representation of the findings. 
 
Figure 33.  Perceived effectiveness of Recruitment enrollment management activities 
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 Retention perceived effectiveness. On average, Retention components had 
the highest level of perceived effectiveness when comparing to all components 
(average level of 3.4).  Out of the six activities, 67% are considered extremely 
effective (3.5-4.0) and the remaining 33% considered effective, all with average 
levels at 3.0 or above.  One activity, “staff are instructed on their role in retention” 
had the highest average of 3.7, which was also the highest of all enrollment 
management activities.  The lowest activity in this component still averaged at a level 
of 3.0, the overall average of all activities, “individual monitoring of transfer student 
persistence”.  See Figure 34 for a graphical representation of the findings. 
 
Figure 34.  Perceived effectiveness of Retention enrollment management activities 
 Student services perceived effectiveness. On average, Student Services 
activities are perceived as effective (2.5-3.49), with an overall average of all four 
activities equaling 2.9.  All four activites are considered effective.  The activites that 
ranked the highest are both non-traditional student service related, including services 
for non-traditional students and services for commuting students.  The other two 
activities included “student activities are evaluated to determine their impact on 
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students’ needs and expectations”, not directly related to actual services, and “an 
office of veteran affairs”, both averaging 2.7.   See Figure 35 for a graphical 
representation of the findings. 
Figure 35.  Perceived effectiveness of Student Services enrollment management activities 
RQ 4: What is the Relationship Between Enrollment Management Strategies 
and Activities’ Availability, Level of Usage, and Perceived Effectiveness? 
The fourth research question examined the relationship between the 
availability, level of usage, and perceived effectiveness of all 47 enrollment 
management activities.  The researcher used a combination of descriptive statistics 
and correlational statistics, including point-biserial and Pearson correlations, all 
executed in SPSS. 
Descriptive statistics.  Descriptive statistics were used to measure the 
relationship among availability, level of usage, and perceived effectiveness of the 47 
enrollment management activities used in the survey instrument.  Analyses including 
availability frequency and percent, level of usage mean and standard deviation, and 
perceived effectiveness mean and standard deviation are listed together for each 
activity.  These results were derived from SPSS and Table 15 contains the summary 
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output.  In addition, the response counts, or Ns of each activity and question are 
summarized in Table 16. 
Table 15 Enrollment Management Activities Descriptive Statistics   
Component Enrollment Management Activity/Strategy Availability Usage Effectiveness 
  f(%) M(SD) M(SD) 
Academic Advising Advising is stressed as being essential for academic success 91(100%) 3.2(0.8) 3.0(1.2) 
Academic Advising Freshmen with undecided majors are given special academic advisors 23(25%) 2.5(1.5) 1.7(0.4) 
Academic Assistance Academic support programs in math 91(100%) 3.0(0.7) 3.5(0.9) 
Academic Assistance Academic support programs in reading 45(49%) 2.7(1.1) 3.0(1.2) 
Academic Assistance Academic support programs in study skills 68(75%) 2.7(1.1) 3.2(1.3) 
Academic Assistance Academic support programs in writing skills 91(100%) 3.0(0.7) 3.5(0.9) 
Career Planning Assistance in locating full-time employment after graduation 45(49%) 2.3(1.0) 2.7(1.1) 
Career Planning Assistance in locating part-time employment while in school 45(49%) 3.0(1.4) 2.7(1.3) 
Career Planning Freshmen are offered credit courses on career and educational planning 68(75%) 2.7(1.1) 2.7(1.1) 
Career Planning Generating data on job placement of graduates 46(51%) 3.5(0.5) 3.5(0.5) 
Career Planning National employment data bank information is provided on campus 68(75%) 2.7(0.5) 3.0(0.7) 
Institutional Research A goals and mission statement 68(75%) 3.7(0.5) 2.7(0.4) 
Institutional Research A plan outlining short and long-term enrollment objectives 68(75%) 4.0(0.0) 3.2(0.4) 
Institutional Research An integrated (campus-wide) management information system 45(49%) 3.0(1.4) 2.7(1.1) 
Institutional Research Coordination of institutional research 91(100%) 3.0(1.0) 3.2(0.8) 
Marketing A method for coordinating campus-wide marketing efforts 68(75%) 3.3(0.8) 2.7(0.4) 
Marketing An institutional marketing plan 69(76%) 3.5(0.5) 2.7(0.8) 
Marketing Identification of academic program strengths and weaknesses for marketing purposes 68(75%) 3.7(0.5) 3.5(0.9) 
Marketing Market surveys to determine the institution's competitive position 68(75%) 2.7(0.5) 2.5(0.5) 
Marketing Media strategies have been developed 91(100%) 3.3(0.4) 2.7(0.4) 
Marketing Use of alumni contacts 46(51%) 3.0(0.0) 1.7(0.4) 
Orientation A combined freshman/transfer student orientation 68(75%) 4.0(0.0) 3.0(1) 
Orientation A separate transfer orientation 0(0%) NA 2.0(0.7) 
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Component Enrollment Management Activity/Strategy Availability Usage Effectiveness 
  f(%) M(SD) M(SD) 
Orientation An extended orientation course (credit) for freshmen 45(49%) 3.0(1.4) 3.0(1.2) 
Orientation An extended orientation course (non-credit) for freshmen 0(0%) NA 2.3(0.8) 
Orientation Freshman orientation is a one-day event 45(49%) 2.7(1.3) 2.2(1.3) 
Orientation Freshmen orientation includes registration for classes 68(75%) 3.2(1.3) 3.2(1.3) 
Orientation Parents are encouraged to participate in orientation 68(75%) 3.0(1.2) 2.5(0.9) Pricing and Financial Aid A formalized institutional approach to influence tuition rates 46(51%) 3.0(1.4) 3.2(1.3) Pricing and Financial Aid An established merit scholarship program 45(49%) 3.0(1.4) 3.0(1.2) 
Pricing and Financial Aid 
Developing an appreciation by faculty and staff of the role price plays in college selection 45(49%) 3.0(1.4) 3.2(1.3) Pricing and Financial Aid Financial Aid packaging 91(100%) 3.7(0.4) 3.7(0.4) Pricing and Financial Aid Non-need scholarships 45(49%) 2.6(1.3) 3.0(1.2) 
Recruitment Calls to admitted (not-yet enrolled) students 91(100%) 3.7(0.4) 3.2(0.8) 
Recruitment Campus tours for prospective students 68(75%) 2.5(1.1) 2.0(0.7) 
Recruitment Campus visits by groups of prospective students 68(75%) 2.7(1.1) 2.5(1.1) 
Recruitment Follow-up on students who previously dropped out 45(49%) 3.0(1.4) 3.2(1.3) 
Retention An effort is made to generate institutional commitment to student retention 91(100%) 3.5(0.5) 3.5(0.9) 
Retention Barriers to student persistence are quantified and investigated 68(75%) 3.7(0.5) 3.5(0.9) 
Retention Faculty are instructed on their role in retention 68(75%) 3.3(1.0) 3.5(0.9) 
Retention Generating data on the number of students enrolled compared with attrition by classification 91(100%) 2.3(0.8) 3.2(0.4) 
Retention Individual monitoring of transfer student persistence 45(49%) 2.3(1.2) 3.0(1.2) 
Retention Staff are instructed on their role in retention 68(75%) 3.7(0.5) 3.7(0.4) 
Student Services An office of veterans' affairs 46(51%) 3.0(1.0) 2.7(0.9) 
Student Services Student activities are evaluated to determine their impact on students' needs and expectations 22(24%) 1.0(0.0) 2.7(1.3) 
Student Services Student life programs for commuting students 91(100%) 3.3(0.5) 3.0(0.7) 
Student Services Student services for non-traditional students  91(100%) 3.5(0.5) 3.3(0.4)  
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Table 16 Response Ns  
Component Enrollment Management Strategy/Activity Availability N Usage N Effectiveness N 
Orientation A combined freshman/transfer student orientation 91 68 91 Pricing and Financial Aid A formalized institutional approach to influence tuition rates 91 69 91 Institutional Research A goals and mission statement 91 68 91 
Marketing A method for coordinating campus-wide marketing efforts 91 91 91 
Institutional Research A plan outlining short and long-term enrollment objectives 91 68 91 Orientation A separate transfer orientation 91 0 91 Academic Assistance Academic support programs in math 91 91 91 Academic Assistance Academic support programs in reading 91 91 91 
Academic Assistance Academic support programs in study skills 91 91 91 
Academic Assistance Academic support programs in writing skills 91 91 91 
Academic Advising Advising is stressed as being essential for academic success 91 91 91 
Retention An effort is made to generate institutional commitment to student retention 91 91 91 Pricing and Financial Aid An established merit scholarship program 91 68 91 
Orientation An extended orientation course (credit) for freshmen 91 68 91 
Orientation An extended orientation course (non-credit) for freshmen 91 0 91 Marketing An institutional marketing plan 91 91 91 
Institutional Research An integrated (campus-wide) management information system 91 68 91 Student Services An office of veterans' affairs 91 46 69 
Career Planning Assistance in locating full-time employment after graduation 91 68 91 
Career Planning Assistance in locating part-time employment while in school 91 68 91 
Retention Barriers to student persistence are quantified and investigated 91 68 91 
Recruitment Calls to admitted (not-yet enrolled) students 91 91 91 Recruitment Campus tours for prospective students 91 91 91 
Recruitment Campus visits by groups of prospective students 91 91 91 Institutional Research Coordination of institutional research 91 91 91 
Pricing and Financial Aid 
Developing an appreciation by faculty and staff of the role price plays in college selection 91 68 91 
Retention Faculty are instructed on their role in retention 91 68 91 
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Component Enrollment Management Strategy/Activity Availability N Usage N Effectiveness N Pricing and Financial Aid Financial Aid packaging 91 91 91 
Recruitment Follow-up on students who previously dropped out 91 68 91 
Orientation Freshman orientation is a one-day event 91 68 91 
Career Planning Freshmen are offered credit courses on career and educational planning 91 91 91 
Orientation Freshmen orientation includes registration for classes 91 91 91 
Academic Advising Freshmen with undecided majors are given special academic advisors 91 46 91 
Career Planning Generating data on job placement of graduates 91 46 91 
Retention Generating data on the number of students enrolled compared with attrition by classification 91 91 91 
Marketing Identification of academic program strengths and weaknesses for marketing purposes 91 68 91 
Retention Individual monitoring of transfer student persistence 91 68 91 
Marketing Market surveys to determine the institution's competitive position 91 68 91 Marketing Media strategies have been developed 91 91 91 
Career Planning National employment data bank information is provided on campus 91 68 91 Pricing and Financial Aid Non-need scholarships 91 68 91 
Orientation Parents are encouraged to participate in orientation 91 91 91 
Retention Staff are instructed on their role in retention 91 68 91 
Student Services Student activities are evaluated to determine their impact on students' needs and expectations 91 23 91 
Student Services Student life programs for commuting students 91 69 91 
Student Services Student services for non-traditional students  91 91 91 Marketing Use of alumni contacts 91 46 91  Correlational statistics.  To measure the relationship between enrollment 
management activity availability and perceived effectiveness in addition to the level 
of usage and perceived effectiveness, correlational statistics were applied to the 
survey results.  A point-biserial correlation was executed in SPSS to measure the 
relationship between availability and perceived effectiveness while a Pearson 
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correlation, also executed in SPSS, was applied to measure the relationship between 
level of usage and perceived effectiveness.  There are four different types of 
outcomes from the correlation analyses and the results will be presented in this order: 
no variation, no significance, significant positive (noted in green in Table 17), and 
significant negative (noted in red in Table 17).    
Table 17 Enrollment Management Correlational Statistics 
Component Item Availability x Effectiveness Usage x Effectiveness 
  rpb  r  
Academic Advising Advising is stressed as being essential for academic success No variation  .985** 
Academic Advising Freshmen with undecided majors are given special academic advisors .338** 1.000** Academic Assistance Academic support programs in math No variation  .818** Academic Assistance Academic support programs in reading .403**  .937** Academic Assistance Academic support programs in study skills 1.00**  .928** Academic Assistance Academic support programs in writing skills No variation  .818** 
Career Planning Assistance in locating full-time employment after graduation .684**  .945** 
Career Planning Assistance in locating part-time employment while in school .184  .755** 
Career Planning Freshmen are offered credit courses on career and educational planning .928** 1.000** 
Career Planning Generating data on job placement of graduates -1.00** No variation 
Career Planning National employment data bank information is provided on campus .818**  .494*** Institutional Research A goals and mission statement -.338* -.494** 
Institutional Research A plan outlining short and long-term enrollment objectives .328** No variation 
Institutional Research An effort is made to generate institutional commitment to student retention No variation  .575** 
Institutional Research An integrated (campus-wide) management information system .690**  .946** Institutional Research Coordination of institutional research No variation  .904** 
Institutional Research Generating data on the number of students enrolled compared with attrition by classification No variation  .516** 
Marketing A method for coordinating campus-wide marketing efforts 1.00**  .874** Marketing An institutional marketing plan -.867**  .904** 
Marketing Identification of academic program strengths and weaknesses for marketing purposes -.338** 1.000** 
Marketing Market surveys to determine the institution's competitive position .575** -.511** 
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Component Item Availability x Effectiveness Usage x Effectiveness 
  rpb  r  Marketing Media strategies have been developed .085  .338** Marketing Use of alumni contacts .588** No variation 
Orientation A combined freshman/transfer student orientation .575** No variation     Orientation A separate transfer orientation No variation No variation 
Orientation An extended orientation course (credit) for freshmen .815*** No variation 
Orientation An extended orientation course (non-credit) for freshmen No variation No variation Orientation Freshman orientation is a one-day event .963*** 1.000*** 
Orientation Freshmen orientation includes registration for classes 1.00*** 1.000*** 
Orientation Parents are encouraged to participate in orientation 1.00***  .945*** Pricing and Financial Aid A formalized institutional approach to influence tuition rates .588*** 1.000*** Pricing and Financial Aid An established merit scholarship program .403***  .945*** 
Pricing and Financial Aid 
Developing an appreciation by faculty and staff of the role price plays in college selection .575** 1.000*** Pricing and Financial Aid Financial Aid packaging No variation 1.000*** Pricing and Financial Aid Non-need scholarships .403*** 1.000*** Recruitment Calls to admitted (not-yet enrolled) students No variation  .870*** Recruitment Campus tours for prospective students .818***  .950*** 
Recruitment Campus visits by groups of prospective students .780***  .926*** 
Recruitment Follow-up on students who previously dropped out .575*** 1.000*** 
Retention Barriers to student persistence are quantified and investigated -.338** 1.000*** 
Retention Faculty are instructed on their role in retention -.338** 1.000*** 
Retention Individual monitoring of transfer student persistence .815***  .755*** Retention Staff are instructed on their role in retention -.338*** 1.000*** Student Services An office of veterans' affairs .500*** 1.000*** 
Student Services Student activities are evaluated to determine their impact on students' needs and expectations .549*** No variation Student Services Student life programs for commuting students No variation  .866*** Student Services Student services for non-traditional students  No variation  .575*** 
* p <.05 **p <.01 ***p < .001      
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No variation.  A result of no variation, or “cannot be computed because at 
least one of the variables is constant” as it states in SPSS, occurs when one of the 
variables tested has little or no variation in the data.  When this occurs, the correlation 
analysis is not performed on the variables and there are no results to analyze. There 
are twelve enrollment management activities that returned a no variation result in the 
point-biserial correlation while six resulted from the Pearson correlation.  Refer to 
Table 18 and Table 19, respectively, for a full list of activities and the reason there 
was no variation. 
Table 18 Enrollment Management Activities with no Variation (Availability x Effectiveness)     Reason for no Variation Academic Assistance Academic support programs in math 100% available Academic Assistance Academic support programs in writing skills 100% available Advising Advising is stressed as being essential for academic success 100% available 
Retention An effort is made to generate institutional commitment to student retention 100% available Recruitment Calls to admitted (not-yet enrolled) students 100% available Institutional Research Coordination of institutional research 100% available Pricing and Financial Aid Financial Aid packaging 100% available 
Retention Generating data on the number of students enrolled compared with attrition by classification 100% available Student Services Student life programs for commuting students 100% available Student Services Student services for non-traditional students  100% available Orientation A separate transfer orientation 0% available Orientation An extended orientation course (non-credit) for freshmen 0% available  
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Table 19 Enrollment Management Activities with no Variation (Usage x Effectiveness)  
    Reason for no Variation 
Career Planning Generating data on job placement of graduates Both variables are equal Institutional Research A plan outlining short and long-term enrollment objectives Used frequently Marketing Use of alumni contacts Sometimes used Orientation A combined freshman/transfer student orientation Used frequently Orientation An extended orientation course (credit) for freshmen Used frequently 
Student Services Student activities are evaluated to determine their impact on students' needs and expectations Never used   No significance.  There were two activities that did not return a significant 
value when running the point-biserial correlation (all Pearson correlation results were 
significant).  The correlation results that were not significant, comparing availability 
and perceived effectiveness, included “Media strategies have been developed” and 
“Assistance in locating part-time employment while in school”.   The not significant 
results indicate that there is not enough reliability in the correlation values that were 
returned, and therefore the data will not be analyzed. 
 Significant positive relationships.  As stated in Chapter 3, Cohen’s standard 
will be used to evaluate the correlation coefficient, where 0.10 to 0.29 represents a 
weak association between the two variables, 0.30 to 0.49 represents a moderate 
association, and 0.50 or larger represents a strong association.  Significant positive, or 
statistically significant results that had a positive correlation, are displayed in green 
text in Table 14.  Positive correlations exist when there is “an increase in one variable 
is associated with an increase in the other variable” (Ravid, 2015, p.104).  There are 
26 enrollment management activities from the point-biserial correlation that achieved 
significant positive results. This translates to 26 activities that have a positive 
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correlation between availability and perceived effectiveness: as there is availability of 
an activity, the perceived effectiveness is high.  There are 37 enrollment management 
activities from the Pearson correlation, or the correlation between level of usage and 
perceived effectiveness, that realized significant positive results.   
 Twenty-one activities had strong positive associations with point-biserial 
correlation coefficients greater than 0.50.  Within this group, there were four 
activities that had a perfect positive relationship, or a correlation coefficient of 1.00.  
“Academic support programs in study skills”, “A method for coordinating campus-
wide marketing efforts”, “Freshmen orientation includes registration for classes”, and 
“Parents are encouraged to participate in orientation” all have perfect linear 
relationships.  Two of these activities are related to orientation as the other two 
remaining are academic support and marketing activities.  This means that when these 
activities were available, every response for perceived effectiveness was “extremely 
effective”.  The activities in the Recruitment component had the largest percentage of 
strong correlations, 75%, while the Academic Advising and Academic Assistance 
components had no activities with a strong correlation.  
 Thirty-six activities (77% of total activities) had strong positive associations 
with Pearson correlation coefficients greater than 0.50.  Fourteen of these activities 
had perfect linear relationships with coefficients equaling 1.00.  80% of all Pricing 
and Financial Aid activities (4 out of 5) had perfect positive linear relationships, the 
largest percentage of all components.  As the level of usage is at the maximum, the 
perceived effectiveness of these activities is extreme.  All components except 
Academic Assistance and Institutional Research had at least one perfect positive 
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relationship.  However, Academic Assistance activities had 100% strong positive 
relationships while Institutional Research realized 67% of the activities to have strong 
positive relationships.  Table 20 & 21 display the summary of strong positive 
correlation strengths by correlation type and component.  
Table 20 Availability x Effectiveness: Strong Positive Correlations by Component 
  Strong Positive Perfect Positive Grand Total Academic Advising 0% 0% 2 Academic Assistance 0% 25% 4 Career Planning 60% 0% 5 Institutional Research 25% 0% 6   Strong Positive Perfect Positive Grand Total Marketing 33% 17% 6 Orientation 43% 29% 7 Pricing and Financial Aid 40% 0% 5 Recruitment 75% 0% 4 Retention 17% 0% 4 Student Services 50% 0% 4  
Table 21 Usage x Effectiveness: Strong Positive Correlations by Component 
  Strong Positive Perfect Positive Grand Total Academic Advising 50% 50% 2 Academic Assistance 100% 0% 4 Career Planning 40% 20% 5 Institutional Research 67% 0% 6 Marketing 33% 17% 6 Orientation 14% 29% 7 Pricing and Financial Aid 20% 80% 5 Recruitment 75% 25% 4 Retention 25% 75% 4 Student Services 50% 25% 4  
 The remaining positive correlation results are all moderate strength as there 
are no significant relationships that are weak in strength. Five out of the 47 activities 
in the point-biserial correlation were moderate in strength, including activities from 
Academic Advising, Academic Assistance, Institutional Research, and Pricing and 
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Financial Aid.   Only two relationships from the Pearson correlation were moderate in 
strength, including “Media strategies have been developed” and “National 
employment data bank information is provided on campus”.  
 Significant negative relationships.  Significant negative correlation results 
are displayed in red text of Table N.  A negative correlation exists when “an increase 
in one variable is associated with a decrease in the other variable” (Ravid, 2015, 
p.105).  Within the point-biserial correlation measuring the relationship between 
availability and perceived effectiveness, there were seven total activities that had a 
significant negative relationship.  One of these activities, “generating data on job 
placement of graduations”, had a perfect negative relationship with a correlation 
coefficient of -1.0.  In reviewing the raw data, it was determined that for every 
response in which “not available” was selected, the highest level of perceived 
effectiveness, or “extremely effective” was chosen.  Another activity with a strong 
negative relationship is “an institutional marketing plan” with a correlation coefficient 
of -.867.  Like the previous activity, when the activity was chosen as “not available”, 
in most cases it has a high perceived effectiveness.  The remaining five activities that 
had negative relationships were moderate in strength, including three Retention 
activities (50% of the total component), one Institutional Research, and one 
Marketing activity.  Refer to Table N for the results.  All of the negative correlations 
were a result of low availability compared to a high perceived effectiveness. 
 There were only two significant negative correlations within the Pearson 
correlation measuring the relationship between level of usage and perceived 
effectiveness. The two activities included “market surveys to determine the 
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institution’s competitive position” and “a goals and mission statement”.  Both had 
moderate correlations averaging -.511 and -.494 respectively.   For both of these 
activities, as the level of usage was high the perceived effectiveness was low. 
 Comparison between point-biserial and Pearson correlation results.  When 
comparing the statistically significant results of both correlation statistics, in most 
cases each activity had positive relationships from both correlation tests.  However, 
there were five activities that had one negative relationship and the other positive.  
“An institutional marketing plan” had a strong negative correlation between 
availability and effectiveness and a strong positive correlation between level of usage 
and effectiveness.  The other four remaining activities also had negative point-biserial 
results and positive Pearson correlation results, although, all of these activities had 
perfect positive relationships from the Pearson correlation.  The results suggest that 
these activities exhibit a high perceived effectiveness when there is no availability 
and a perfect positive relationship between the level of usage and perceived 
effectiveness.  The four activities are as follows: “market surveys to determine the 
institution’s competitive position”, “barriers to student persistence are quantified and 
investigated”, “faculty are instructed on their role in retention”, and “staff are 
instructed on their role in retention”.  
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Chapter 5: Conclusions, Implications, and Recommendations 
Summary of the Study   The purpose of this quantitative study was to determine best practices in 
enrollment management plans for four-year open enrollment institutions.  The 
researcher utilized quantitative survey design to measure the availability, level of 
usage, and perceived effectiveness of 47 enrollment management activities and 
strategies.  The data was gathered by the researcher through an online survey 
instrument distributed to enrollment management and institutional researcher 
professionals of these types of institutions.  91 respondents from 91 different four-
year open enrollment institutions across the United States participated in this study 
and answered questions relating to all of the 47 targeted enrollment management 
activities. 
 Higher education enrollment trends are changing in the United States.  The 
National Center for Education Statistics (NCES) published recent overall enrollment 
results, sharing that between fall 2010 and fall 2014, total enrollment declined by 
over 800,000 students, the largest four-year decline since the second World War 
(NCES, 2016).  Enrollment management professionals are enforcing the importance 
of the development and continued adoption of enrollment management plans to stay 
ahead of these uncertain trends.  Sanborne (2016) claims that “institutions that 
develop strong strategic enrollment planning systems will have the best chance of 
capitalizing on an increasingly turbulent environment.  Those that fail to adapt may 
find themselves closed, consolidated, or considerably weaker” (p.1).  
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 The following is a conclusion of this study, summarizing the study findings, 
conclusions, and implications for the field of enrollment management.  Finally, the 
researcher will present recommendations for future research. 
Summary of Findings    This study sought to answer the following research questions. The central 
question of the study is as follows: What are the key strategies and activities used in 
strategic enrollment management plans among four-year open enrollment higher 
education institutions? 
The secondary research sub-questions below provided more focus for the study: 
1.          What is the availability of enrollment management strategies and activities in  
four-year open enrollment institutions? 
2.         What is the level of usage of enrollment management strategies and activities    
             in four-year open enrollment institutions? 
3. What is the perceived effectiveness of enrollment strategies and activities on  
achieving enrollment goals in four-year open enrollment institutions? 
4. What is the relationship among enrollment strategies and activities based on  
availability, level of usage, and perceived effectiveness? 
Data were collected for this study with a survey instrument and the researcher 
analyzed the results using SPSS software.  The quantitative data collected in this 
study suggests that there are a number of enrollment management activities and 
strategies that are available, used, and perceived as effective in many four-year open 
enrollment institutions.  Conversely, there are activities that are not available, but 
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perceived as effective.  There are also activities that are available and used, but not 
perceived as effective in managing enrollment.  
Overall, the majority of the enrollment management activities included in the 
survey are available at the responding institutions.  Only two out of the 47 activities 
were not available from any respondent.  Academic assistance activities, such as 
support programs in math, reading, etc., are available at the highest rate of 81%, on 
average.  Five out of the ten components had activities available at least 75%, on 
average, while four components are available at least 60% (up to 75%).  Only one 
component, Orientation, had activities available less than 50% of the time, on 
average.  
Once the availability was determined for an activity, the level of usage was 
rated on a 4-point Likert scale (ranging from 1.0-4.0) for those available activities.  
The overall average for activities resulted at 3.0.  Activities grouped by each 
component had an overall average of at least 2.7.  For the most part, all available 
activities are being used at a moderate level with only one activity, “student activities 
are evaluated to determine their impact on students’ needs and expectations”, not 
being used by any respondent. 
The perceived effectiveness of each activity was evaluated, whether the 
activity was available and used or not.  The question allowed the survey respondent to 
indicate how they perceive the activity may be effective, even if they are not using the 
activity directly.  This question was also rated on a 4-point Likert scale (ranging from 
1.0-4.0).  On average, most activities were perceived effective with an overall average 
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of 3.0.  Component averages ranged from 2.4 to 3.4, with Retention activities rated 
the highest and Academic Advising rated with the lowest perceived effectiveness.   
To answer the final research question, two correlation tests were applied to the 
survey results to measure the relationship between the activities’ availability, level of 
usage, and perceived effectiveness.  A point-biserial correlation was executed to 
measure the relationship between availability and effectiveness while a Pearson 
correlation was utilized to measure level of usage and effectiveness.  The majority of 
activities were statistically significant and has positive correlations between them.  
This was true for both correlation tests in which the outcome translates to an increase 
in the level of one variable correlating with an increase in the other.  In analyzing the 
point-biserial results individually, seven activities had significant negative 
relationships.  For each relationship, there was no availability and the activity still had 
a high perceived effectiveness level.   For the Pearson correlation results, two 
activities had significant negative relationships and in this case, the level of usage was 
low but perceived effectiveness was high.   
Conclusions 
 Conclusions surrounding this study will be presented with a summary by 
enrollment management component.  
Academic Advising 
 Academic Advising enrollment management activities are perceived as highly 
effective at four-year open enrollment institutions.  There is a perfect positive 
relationship between the usage and perceived effectiveness of freshmen being given 
special advisors when they have an undecided major.  There is an almost perfect 
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relationship between the usage and perceived effectiveness of advising being stressed 
as essential for student success.   When institutions pay special attention to undecided 
freshmen and advise students on the importance of academic advising, they believe 
that this has a strong impact on managing enrollment. These findings are consistent 
with the literature that also support the use and importance of academic advising in 
higher education (Strayhorn, 2015). It is not surprising that open enrollment 
institutions agree that advising would be an effective practice on managing 
enrollment as students entering these institutions may have a wide array of advising 
needs (Freeman, 2008). 
Academic Assistance Programs 
 Similar to Academic Advising activities, Academic Assistance activities are 
also perceived as highly effective in managing enrollment.   Across most institutions, 
the availability of math and writing support programs is a common practice and this is 
consistent with the study findings as the programs are available 100% from the 
respondents (Merisotis & Phipps, 2000).  However, the researcher was discouraged to 
see support programs in reading less than 50% available from the institutions.  A 
recent study showed that students are increasingly entering college with reading 
deficiencies.  Students who are underprepared in reading had success in college 
overall when they were offered reading skills support or a formal remedial course 
(Lavonier, 2016). 
Career Planning 
 Career planning and services availability, usage, and perceived effectiveness 
varies from the responding institutions.  The researcher found it interesting that there 
  94 
is high availability and a perfect positive relationship between usage and perceived 
effectiveness for credit-courses related to career and educational planning.  There is 
limited research to show the usage and effectiveness on for-credit career planning.  
However, there is a lower availability of career planning activities that relate to 
assistance with employment (both during school and post-graduation).  This is not 
surprising as there has been a paradigm shift from transactional services and general 
career information to more “customized community connections” (Dey & 
Cruzvergara, 2014).  Student are able to search for positions on their own with the 
availability of career websites and databases.  Career services offices are now 
creating “customized communities, allowing for multiple networks to overlap and for 
reinforced support to guide students through their college and postgraduate 
experiences.  By convening stakeholders across campus and beyond, career services 
can bring employers, alumni, faculty, families, and administrators into virtual and 
physical communities that better promote and encourage student aspirations” (p.10).  
Institutional Research 
 For the most part, Institutional Research activities from this study are 
available, mostly used, and perceived as effective in managing enrollment.  However, 
“an integrated (campus-wide) management information system” is only available 
from 49% of the respondents. The researcher would assume this activity would be 
more available as most institutions rely on some sort of information system to enable 
students to apply, enroll for courses, track progress, etc.  Higher education software is 
evolving and there are more tools available now than ever.  From customer 
relationship management (CRM) systems to complex student information systems 
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that forecast at-risk students, to enhanced alumni tracking, colleges are beginning to 
rely on integrated systems to aid their enrollment efforts. Another interesting finding 
was the negative correlation between availability and usage when compared to 
effectiveness for the activity, “a goals and mission statement”.  While this activity 
could have many meanings, goal setting and mission statements should guide each 
institution’s enrollment management practices and the respondents agree it is an 
effective practice, although not available and not used, on average. 
Marketing 
 Marketing activities and strategies are highly available and highly used in 
most institutions that responded to the study survey.  The most effective strategy, 
identifying program strengths and weaknesses for marketing purposes, is consistent 
with recent literature as a highly effective practice.  Institutions are now acting as 
businesses, using marketing to gain an effective position in their own “marketplace”.  
Identifying program strengths is a main strategy for market positioning (Sanborne, 
2016).  However, strengths must be shared only when there is quantitative and 
qualitative data to support the claims (Sanborne, 2016).  In addition, institutions 
should assess market demand to determine their competitive position.  “Market 
surveys to determine the institution’s competitive position”, a strategy from the 
survey, was listed as highly available but only moderately used and perceived as 
somewhat effective. 
Orientation 
Orientation activities can vary by institution.  Depending on the institution’s 
resources and student body characteristics, orientation can expand multiple days, 
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include parents, be extended in the classroom, or be separated by entry type such as 
freshmen or transfer. The availability results from the orientation activities listed in 
this study varied, but there were a few activities that had near perfect positive 
relationships between both availability and usage when compared to perceived 
effectiveness.  One activity, “freshmen orientation includes registration for classes” 
had perfect positive relationships for both correlation tests.  This result supports 
literature on the effective practice of new student orientation.  Orientation is usually 
not required for all incoming students but when it is used and when course 
registration is included, it is considered an effective practice for student persistence, 
especially for students considered at risk (Boylan & Saxon, 2002).   
Pricing and Financial Aid 
 Pricing and financial aid strategies should be found in any type of institution.  
As expected, “financial aid packaging” is an available activity from 100% of the 
survey respondents.  The rising costs of college translate to the expectation that some 
or most students would require financial assistance to attend and that all colleges 
would offer such assistance.  However, the availability and use of merit or non-need 
scholarships was only moderate.  The researcher believes that since open enrollment 
institutions are not competitive academically, merit-based scholarships to strong 
academic students may not be considered an effective enrollment practice.  Merit-
based scholarship programs could be used to influence certain types of student groups 
to positively affect student enrollment and support admissions objectives (Sanborne, 
2016).  Open enrollment institutions should attempt to attract students from all 
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academic backgrounds, if they feel they can support their needs, and the use of merit 
scholarships would help diversify the incoming demographics of students. 
Recruitment 
 The recruitment of new students is typically the first activity in enrollment 
management that has a direct impact on enrollment.  Most activities in this 
component were highly available, including campus tours for prospective students 
and calls to admitted (but not-yet enrolled) students. However, the activity that was 
rated the highest in perceived effectiveness, “follow-up on students who previously 
dropped out”, is only available from 49% of respondents. This activity directly relates 
to retention efforts as the now “prospective” students were previously enrolled at the 
institution and did not return. Institutions should make an effort to investigate this 
population, not only to support enrollment goals, but to determine reasons why 
continued enrollment did not occur.  Research supports the idea that it is more cost 
effective to retain current students than to recruit new students (Raisman, 2009). 
Retention 
 Effective retention activities and strategies have been studied in higher 
education for a number of years.  The retention activities listed in this study had the 
highest overall average level of perceived effectiveness.  An interesting finding from 
this study supports the concept that the entire university has a stake in retention 
efforts.  Strategies such as “staff are instructed on their role in retention” and “an 
effort is made to generate institutional commitment to student retention” had higher 
perceived effectiveness rankings when compared to activities that directly relate to 
student behaviors, such as generating and analyzing attrition data and transfer student 
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persistence data.  Although, these activities had lower availability rates when 
compared to the student-centered activities. Retention efforts should continue to be a 
priority at four-year open enrollment institutions and the efforts should be shared by 
the entire college or university community.  Retention literature has often cited the 
importance of retention being an institutional priority (Sydow & Sandel, 2006). 
Student Services 
 There are a number of student services that can be found in higher education 
institutions.  Non-traditional student services, such as student life for commuting 
students and general services for the non-traditional student were analyzed in this 
study and both activities were available 100% from respondents and both were 
perceived as highly effective.  This outcome indicates that the institutions 
participating in this study have non-traditional students enrolled at their institutions 
and have the services to support them.  The concept of non-traditional students 
enrolled at open enrollment institutions is consistent in the literature as non-
traditional student support is mentioned as a key strategy for managing enrollment in 
these types of institutions (Bucher, 2010).  
Implications  
As a result of this study, there are a number of outcomes that may impact 
enrollment management at four-year open enrollment institutions.  Based on the 
quantitative analysis and comparison to recent literature, enrollment managers can 
review the information shared in this study to determine what strategies may be 
affective at their institution that they may have yet to invest in.   
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Support Programs 
Academic advising and academic assistance programs are essential for college 
success, especially in open enrollment institutions.  Kerlin (2009) stresses that in 
“open door” or open enrollment institutions, they will meet a wide range of needs and 
student preparedness.  The researcher believes that open enrollment institutions 
should offer a variety of academic assistance programs, including reading, to be 
prepared to meet the needs of the diverse incoming classes.  In addition, the 
availability and usage of student support services could influence the decision of 
students to stay at an institution, especially one that is open enrollment (Webb-
Sunderhaus, 2010).  “Students should have the opportunity for not only equality of 
access to the university, but also equality of success once they are there” (p. 101).  
Additional support programs such as career planning have also played a role 
in enrollment management.  As mentioned previously, career services departments 
have transitioned from assistance with job placement to creating a community for 
their students to help them grow their network and encourage their career goals.  
Career-related departments should reevaluate their departments to ensure they are 
providing more support than job placement.  Another career planning activity 
reviewed in this study is the availability and effectiveness of the generation of job 
data.  This activity was not as available as other career planning strategies but had a 
perfect negative relationship resulting in a high perceived effectiveness when not 
available.  However, the reliability of job placement of data in higher education has 
been questioned by external stakeholders in the last few years.  In a 2012 Chronicle of 
Higher Education article, Sandoval questions “whether (job placement) results are 
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skewed by greater participation among happily employed graduates” (p. 1).  He also 
explains that the majority of responses to job placement surveys and questionnaires 
comes from less than half of the graduates, and in most cases, much fewer 
percentages.  Both institutions and lawmakers are seeking better data about the 
employment of graduates.  It would be beneficial for institutions to be more creative 
in how they collect this information as stakeholders are expecting this information to 
be shared. 
Remaining Competitive 
Marketing in higher education has also had an impact on managing 
enrollment.  Some researchers believe higher education marketing has turned to 
marketization, where institutions are now trying to prove the tuition for strong 
programs is an exchange for goods, and the customer, the student, is the recipient of 
that good (Judson & Taylor, 2014).  Higher education is evolving and institutions 
need to determine new ways to establish their identity in rapidly changing 
environments (Sanborne, 2016).  Competition for higher education is at an all-time 
high with the emergence of online education, open admissions for-profit institutions, 
and alternative ways to earn degrees.  While not all four-year open enrollment 
institutions may have large marketing budgets, it will be important for them to define 
and share their advantages to remain competitive. 
In addition to creative marketing to remain competitive, appropriate pricing 
and financial aid assistance should be considered a tool to give a competitive edge. 
The results of this study confirm the lack of usage of non-merit based scholarships 
from institutions that responded. However, research is pointing to direct benefits for 
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both the institution and the community when merit-based scholarship programs are 
put in place (Bozick, Gonzalez, and Engberg, 2015).  Some states are developing 
what are known as “promise scholarships”, merit-based programs promising 
scholarships to those who meet the academic criteria.  Four-year open enrollment 
institutions should consider the use of merit scholarships in their institution and 
position these scholarships to aid student success and promote enrollment. 
Recruiting and Retaining 
Recruitment and retention strategies have been an important component for 
successful enrollment management from the moment the concept was introduced.  
Special attention should be made for efforts to keep existing students, preventing the 
need to spend expensive recruiting resources on students already have a connection 
with the institution.  One strategy in improving retention is the use of student 
services.  It was revealed in this study that all responding institutions have services 
for non-traditional students.  If this is typical in four-year open enrollment 
institutions, administrators should alter their recruitment and retention strategies to 
tailor to the non-traditional student’s needs.  “Meeting the needs of this market 
segment requires a different approach in recruitment, enrollment, program design, 
and teaching methods.  Colleges that address these differences will gain students who 
are satisfied learners, proud alumni, and supportive members of the community” 
(Sanborne, 2016, p. 189).  
Recommendations for Future Research 
 The following are recommendations for future research that relate to 
enrollment management practices in four-year open enrollment institutions of higher 
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education.  There are three main recommendations that resulted from this research 
including a revised enrollment management activity/strategy list, additional 
demographics of schools, and assessment of enrollment management activities. 
Revised Enrollment Management Activity/Strategy List  
Although the list of enrollment management activities derived from prior 
survey instruments has been validated through a content validity measurement, a 
completely new list of activities should be developed.  Enrollment management is 
still an evolving practice in higher education and most likely there would be 
additional activities and strategies that are more relevant in 2017 that could be 
analyzed. 
Additional Demographics/Characteristics of Schools 
 The list of schools included in this study were only based on admissions 
policy (open enrollment) and the offering of four-year degrees.  Additional 
institutional demographics should be included to examine the differences or 
similarities in other characteristics of these institutions such as: privately controlled 
vs. public control, for-profit vs. non-profit, 100% online course offerings vs. face-to-
face or mixed offerings, enrollment size, and commuter school vs. on-campus 
housing.  Some or all of these characteristics may have an impact on how enrollment 
is managed at the institutions.  
Assessment of Enrollment Management Activities   
While a number of the enrollment management activities are available, used, 
and perceived as effective, this study did not address the impact they may have on 
enrollment.  The assessment of activities and strategies, especially those that require 
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resources, should be analyzed to determine if they are worth the investment and if 
they are successful in improving and planning for enrollment.  Some of the activities 
may not have measurable outcomes, but the implementation of any new activity and 
strategy should be documented and compared against enrollment goals to determine 
possible impact. For those activities that required resources, a return on investment 
(ROI) could be computed by measuring gains in enrollment, increasing retention 
rates, or increasing application yield rates, compared to the financial investment in the 
activity.   “Once a college can understand and accept what it takes to manage 
enrollment, it can begin to analyze each process to ensure a greater chance for 
retaining and developing successful students” (Paxton & Perez-Greene, 2001, p. 50). 
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 Appendix A 
Survey consent from Dr. Fuller 
Sent: Thursday, January 05, 2017 3:27 PM 
To: 'jlfuller127@suddenlink.net' <jlfuller127@suddenlink.net> 
Subject: Survey Instrument Approval 
Dr. Fuller, 
I am a doctoral candidate from Drexel University writing my dissertation titled Enrollment Management Strategies at Four-year Open Enrollment Institutions of Higher Education, under the direction of my dissertation committee chaired by Dr. Toni Sondergeld, who can be reached at tas365@drexel.edu.  The purpose of my quantitative study will be to identify key processes and strategies that should be used in enrollment management plans at four-year open enrollment institutions.  This will be accomplished by researching best practices in enrollment management activities, surveying professionals in the field of enrollment management, and examining the factors considered by these institutions. 
I would like your permission to use your Enrollment Management Questionnaire instrument in my research study.  I would like to use your survey under the following conditions: 
 I will use the survey only for my research study.  I will include the copyright statement on all copies of the instrument.  I will send a copy of my completed research study to your attention upon completion of the study. 
I also wanted to mention that I will be implementing content validity for the survey as much time has passed since your own edits to the original instrument.  I will be surveying  5 enrollment management professionals, looking for validation on the current items and asking for input on items we may be missing, relevant to 2017.  
If these are acceptable terms and conditions, please indicate so by replying to me through e-mail:  dse43@drexel.edu  
Sincerely, 
Dana S. Eggleston 
From: jlfuller127 [mailto:jlfuller127@suddenlink.net]  
Sent: Friday, January 06, 2017 1:36 PM 
To: dse43@drexel.edu 
Subject: Survey 
Dana,  
Permission is granted under conditions mentioned in your request.  
Best wishes as you pursue this important research.  
Regards, John L Fuller, Ph.D. 
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Appendix B 
Survey Instrument
 
  Availability Level of Usage Perceived Effectiveness 
  Unavailable Available Never Used Seldom Used Sometimes Used Frequently Used Not Effective Somewhat Effective Effective Extremely Effective 
A combined freshman/transfer student orientation 
                    
A formalized institutional approach to influence tuition rates 
                    
A goals and mission statement                     A method for coordinating campus-wide marketing efforts 
                    
A plan outlining short and long-term enrollment objectives 
                    
A separate transfer orientation                     Academic support programs in math 
                    
Academic support programs in reading 
                    
Academic support programs in study skills 
                    
Academic support programs in writing skills   
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 Availability Level of Usage Perceived Effectiveness 
 Unavailable Available Never Used Seldom Used Sometimes Used Frequently Used Not Effective Somewhat Effective Effective Extremely Effective Advising is stressed as being essential for academic success 
                    
An effort is made to generate institutional commitment to student retention 
                  
      
An established merit scholarship program 
                    
An extended orientation course (credit) for freshmen 
                    
An extended orientation course (non-credit) for freshmen 
                    
An institutional marketing plan                     An integrated (campus-wide) management information system 
                    
An office of veterans' affairs                     Assistance in locating full-time employment after graduation 
                    
Assistance in locating part-time employment while in school 
                    
Barriers to student persistence are quantified and investigated 
                    
Calls to admitted (not-yet enrolled) students 
                    
Campus tours for prospective students   
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 Availability Level of Usage Perceived Effectiveness 
 Unavailable Available Never Used Seldom Used Sometimes Used Frequently Used Not Effective Somewhat Effective Effective Extremely Effective Campus visits by groups of prospective students 
                    
Coordination of institutional research                     Developing an appreciation by faculty and staff of the role price plays in college selection 
                    
Faculty are instructed on their role in retention 
                    
Financial Aid packaging                     Follow-up on students who previously dropped out 
                    
Freshman orientation is a one-day event                     Freshmen are offered credit courses on career and educational planning 
                    
Freshmen orientation includes registration for classes 
                    
Freshmen with undecided majors are given special academic advisors 
                    
Generating data on job placement of graduates 
                    
Generating data on the number of students enrolled compared with attrition by classification   
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 Availability Level of Usage Perceived Effectiveness 
 Unavailable Available Never Used Seldom Used Sometimes Used Frequently Used Not Effective Somewhat Effective Effective Extremely Effective Identification of academic program strengths and weaknesses for marketing purposes 
                    
Individual monitoring of transfer student persistence 
                    
Market surveys to determine the institution's competitive position 
                    
Media strategies have been developed                     National employment data bank information is provided on campus 
                    
Non-need scholarships                     Parents are encouraged to participate in orientation 
                    
Staff are instructed on their role in retention 
                    
Student activities are evaluated to determine their impact on students' needs and expectations 
                    
Student life programs for commuting students 
                    
Student services for non-traditional students  
                    
Use of alumni contacts                     An established merit scholarship program  
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 Availability Level of Usage Perceived Effectiveness 
 Unavailable Available Never Used Seldom Used Sometimes Used Frequently Used Not Effective Somewhat Effective Effective Extremely Effective Non-need scholarships                     Assistance in locating part-time employment while in school 
                    
An effort is made to generate institutional commitment to student retention 
                    
Individual monitoring of transfer student persistence 
                    
Faculty are instructed on their role in retention 
                    
Staff are instructed on their role in retention 
                    
Follow-up on students who previously dropped out 
                    
Barriers to student persistence are quantified and investigated 
                    
Student activities are evaluated to determine their impact on students' needs and expectations 
                    
Student life programs for commuting students                     An office of veterans' affairs                     Student services for non-traditional students                      Housing scholarships/assistance offered                      
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Appendix C 
IRB Approval 
APPROVAL OF PROTOCOL  
February 24, 2017  
Toni A. Sondergeld, Ph.D.  School of Education  Drexel University  
 On February 24, 2017 the IRB reviewed the following protocol:  
 According to 45 CFR 46, 101(b) (2), the IRB approved the protocol on February 24, 2017. This protocol is approved Exempt Category 2, this study will enroll 64 subjects recruited via email to complete surveys.  
In conducting this protocol you are required to follow the requirements listed in the INVESTIGATOR MANUAL (HRP-103).  
Sincerely,  Teresa C Hinton Member, Social and Behavioral IRB #3  
Type of Review:  Initial  Title:  Enrollment Management Strategies at Four-year Open Enrollment Institutions of Higher Education  Investigator:  Toni A. Sondergeld, Ph.D.  IRB ID:  1701005131  Funding:  Internal  Grant Title:  None  Grant ID:  None  IND, IDE or HDE:  None  Documents Reviewed:  Application Form HRP-211, Contact Forms HRP-201, Conflict of Interest Forms, HRP 503 Protocol, Consent Script document, Survey, Email Invitation Script, and Proposal   
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                                                           Appendix D                                                                                            Survey Consent Email and Form  Hello, my name is Dana Eggleston and I am a doctoral candidate for education at Drexel University, Philadelphia, Pennsylvania.  I am also a higher education professional in the Office of Institutional Research at a private, open enrollment institution in Delaware with over 13 years of experience in the field.  My dissertation title is "Enrollment Management Strategies at Four-year Open Enrollment Institutions of Higher Education".  As part of this research, I have revised a survey instrument, originally developed by Drs. William Webber and John Fuller, to determine best practices in enrollment management strategies and activities.  
The purpose of this research will be to identify key processes and strategies that should be used in enrollment management plans at four-year higher education institutions that have an open enrollment admissions policy.  This will be accomplished by researching best practices in enrollment management activities, surveying professionals in the field of enrollment management, and examining the factors considered by these institutions. Because of your expertise in the area enrollment management, I would greatly appreciate your assistance in participating in this study by completing the survey.   Your participation in the survey is completely voluntary and all of your responses will be kept confidential. No personally identifiable information will be associated with your responses to any reports of these data.  The Drexel Institutional Review Board (IRB) has approved this survey.  Should you have any comments or questions, please feel free to contact me atdse43@drexel.edu.   I realize that the demands on your time and energy are great so I greatly appreciate your consideration of participating in this study. If you would like to receive a copy of the final dissertation that will include the summary and analysis of this survey, please let me know in the reply email and I will be pleased to send it to you upon completion.  
Thank you again for your time and effort.  
Survey URL: www.surveygizmo.com/emsurvey  
Sincerely, Dana S. Eggleston, ABD Drexel University  
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